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«ee the consumer’s gauge to. 
your product’s worth 


“Skin deep’’—or deeper—packaging beauty is a compel- 
ling influence on the buying mind. In acceptance of 
this psychological merchandising factor, successful sales 
executives give increasing emphasis to package appeal 
as a means to greater volume. 


This organization is eminently qualified, by training and 
experience, to suggest means of enhancing your product’s 
face value. : 


ne ee «6C BROOKS G8 PORTER, 1Nc.: 
304 HUDSON STREET, NEW YORK 


CREATIVE STYLISTS AND MANUFACTURERS OF 
FOLDING CARTONS, COUNTER AND WINDOW DISPLAYS 











we, . awe® 


Row xVS 


a 


MODERN PACKAGING, Satevepost, 
Fortune, Lit. Digest, N.Y. Times and 
the latest selection of the Book-of-the- 
Month Club... each fills an important 
niche in your reading program. Each 
provides the information, news, help or 
entertainment you want, at the moment, 
and in the manner, wanted. 

But here is one publication which fol- 
lows no prescribed patiern, groove, or 
earefully charted course: The Phoenix 
Flame. It isn’t particularly technical, 
newsy, amusing, or even helpful. And yet, 
on oceasion it may be one or all of these. 
Each issue dares to be different. 
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You can get along without it... but 
why? It is sent without charge, without 
obligation, to purchasing agents, plant 
superintendents, directing chemists, 
sales managers, advertising managers, 
general managers, presidents and other 
executives and employees of organiza- 
tions now using. or seriously consider- 
ing the use of,.glass packages and metal 
caps. . : 

Your name on your letterhead 
placed in an envelope addressed to The 
Phoenix Flame, 2444 W. I6th St., 
Chieago, will bring you this publication 
every month. 


PHOENIX METAL CAP CO. 
METAL CAPS FOR GLASS PACKAGES 


OFFICES: Chicago, 2444 West Sixteenth Street; Brooklyn, 3720 Fourteenth Avenue; Philadelphia, 
1601 Fox Theatre Building; Boston, 131 State Street; Cleveland, |1109 Guardian Building; Cincinnati, 


901 American Building; St. Louis, 5820 Itaska Street; 


San Francisco, 200 Davis Street; 


Los Angeles, 765 Stanford Avenue. 
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The new Redington Wrapper 
for transparent materials 
equipped with mechanism for 
applying the Easy Opening 
Strip. It has photo-electric cell 
controlled registering means for 
printing on strip. Wraps all 
of the American Chicle Com- 
pany’s five-cent Chiclet pack- 
ages in Sylphrap. 


BF: GS fe FECA 


( 


Sheived w. UdS0 





Introducing - 
The New Redington 
nigh speea Wrapping Machine 


For Cellophane, Sylphrap, ete. 


1. The Easy Opening Strip. 
2. The Photo-Electric Cell. 


3. Higher Speed than you expect. 


4. Compact—smooth running. 





NEW—the most complete and perfect wrapping machine for transparent 
materials yet built. Not so new, however, but that enough of them are 
in daily operation to permit us to prove our claim of superiority. 


Speed to match the demands of the most demanding—and with it a 
smoothness and quietness in operation that to the tuned ear of the ex- 
perienced buyer of packaging machinery means many years of useful 
life with a minimum of upkeep expense. Compact and complete. 


Means for applying that latest and very important improvement, the 
EASY OPENING STRIP, may be had and if you wish to use a printed 
design on your transparent wrapping, your machine will be equipped 
with photo-electric cell controlled registering means. 


Examine the list of features at the left. 


Send us a sample of your product and let us tell you whether or not the 
new Redington—most complete and perfect Cellophane wrapper—can be 
adapted to your needs. 


“If It’s Packaging—Try Redington First” 
F. B. REDINGTON CO., (Est. 1897) 
110-112 So. Sangamon St., Chicago, IIl. 


REDINGTON Packaging MACHINES 





Eeonomieal for Packaging - Cartoning - Labeling - Wrapping 
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We"Make" Fair Weather at AVP 
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For Your PROTECTION 


You know foods. We know food protection papers. Our lab- 
oratories are at your command to help you determine the best 
packaging for a new product, or for improving the old. 
The weather conditions shown above are duplicated daily in 
our laboratory. It is always fair weather for food protected 
according to KVP recommendations. 
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Send for this booklet. It ( A \ | * 
may help you solve a 
bothersome packaging ie 


penton. KALAMAZOO VEGETABLE PARCHMENT CO. 
PARCHMENT (KALAMAZOO COUNTY) MICHIGAN 
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RESINOX — 
MOLDED JARS | 
are 11011-Aygroscople 


EING highly water-resistant, Resinox molded jars are unequalled 
as containers for cold creams and similar products. 


Other distinguishing characteristics of Resinox molded articles 
are their superior strength, their lack of odor, their beauty and luster, 
their freedom from blemishes of all kinds. 


Resinox molding resins are obtainable in a great variety of colors. 


Consult your molder about Resinox. He will gladly show you how it 
can be used to advantage in the molding of any article. 


RESINOX CORPORATION 


A Subsidiary of Commercial Solvents Corporations and Corn Products Refining Co. 
230 PARK AVENUE NEW YORK CITY 
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HY is the relay the fastest race that’srun? 
Because the distance is broken among 
several runners. Each man can make faster time 
than if he had the whole distance to run alone. 


It’s the same with running a business. Seldom 
can the same sales plan, the same merchandising 
idea, the sarne package, carry a product 
forward at top speed throughout its entire his- 
tory. Conditions change. So do consumers’ tastes 
and desires. Just as spent runners pass the baton 
or “‘buck’”’ to fresh runners—so, periodically, a 
vigorous new package must take the place of one 
which has run its span. 


How long have you had your present package? 
Is it time to change? Is there a new one—or some 


improvement on your old one-—-which would do 
a better selling job? The new technique of pack- 
aging is too important to ignore. You owe it to 
your business and its future to find out what the 
developments—and the opportunities—are. 


From the American Can Company, you can get 
the complete, current picture of today’s pack- 
aging opportunities—and of what sales-produc- 
ing packaging ideas are available for your 
product. The same vision, .resourcefulness, and 
skill which made possible so much of modern 
packaging are available to you without cost in 
making your own package more productive. We 
invite you to use Canco knowledge, counsel and 
help. We think you will find it profitable. 


e NEW YORK 


AMERICAN CAN teeny | 


250 PARK AVENUE 
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ff For Set-up Box Edging and 


f / Mounting on Display Boards use 
ARTCOTE GOLD COATED KRAFT 


Also furnished with silver or copper coating 


Where a gold paper of greater strength and toughness is 
required, this exceptionally strong ARTCOTE Gold Kraft 
will in every way measure up to your requirements. 


Test its tearing and folding strength. Note its superior finish. 
Never before has a gold coated Kraft paper been produced 
with such a smooth, lustrous surface. 


Specify ARTCOTE on your next order for boxes or displays. 


You will be delighted with the results. Samples and any 
other information desired will be gladly furnished. 


Manufactured by 


ARTCOTE PAPERS, Inc. 
IRVINGTON, N. J. 














Printed on Artcote 
No. 3340 Gold Coated Kratt 








One Pneumatic machine handles 
this variety of sizes and shapes of 
containers for the Mifflin Chem- 
ical Corporation of Philadelphia. 
The photo below shows the Bal- 
lard and Ballard Company range 
of package sizes handled on one 
Pneumatic Machine in their plant 
in Louisville. 


PACKAGING FLEXIBILITY 


DRY... 


Automatic Packaging flexibility is worth real money to manufacturers 
today. Ability to meet new packaging trends with existing equipment 
and without costly changes or additional investment is an invaluable 


business asset in these changeable times. 


That is why when you invest in Pneumatic Packaging Machinery 
today, you are quite likely insuring a saving of money some time in 
the future. All Pneumatic Machines for the handling of either wet 
or dry free flowing products are designed to offer you the absolute 
maximum of flexibility. This is one of the outstanding characteristics 
of the Pneumatic line of automatic packaging machines, and a feature 


@] 2] E L i SI | OUR that has proved its value in the plants of some of the country’s most 
famous manufacturers in the last few years. 
Wet or dry—there is a Pneumatic machine to handle your produc- 


Boland Retry | tion with the speed and flexibility to meet present and future needs, 


Write for more complete information. 


carers NEUMATIC SCALE 
sey a ACKAGING MACHINERY 


(Tight and Wax)—Capping Ma- 
ae ee eee PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVE. 


Vacuum Filling Machines (for 
i QUINCY, MASS. (NORFOLK DOWNS STATION) 


liquids or semi-liquids)—Auto- 


matic Capping Machines—Auto- Branch Offices in New York, 117 Liberty St.; Chicago, 360 North Michigan Ave.; 
matic Cap Feeding Machines— San Francisco, 320 Market St.; Melbourne, Victoria; Sidney, N. S. W. and 
Tea Ball Machines Trafalgar House No. 9 Whitehall, London, England 
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FOR SALES STIMULATION 





@ These are days in which products, prices, distribu- 
tion and merchandising plans are undergoing severe 
readjustment. Packages, as never before, are being 
called upon to do a real “point of purchase”’ selling job. 
“Unquestionably, we are in an era of package mer- 
chandising. Newer and better packaging is the new 
selling force of today’s business. 
& With the tremendous advances in packaging and 
| t design, made during the past year, your products may 
% be severely handicapped. If you are at all skeptical as 
to whether there is a package better qualified to sell 
your products—check with Continental. Let our De- 
< velopment Specialists, our Designers, our Lithography 
Yj ij en Craftsmen and others with a “Packaging to Sell’’ 
G Vj \ background of 29 years’ experience give your packages 
UY, a thorough going over. 
UML Their suggestions will cost you nothing, yet may 


sneutenanut mean much in helping to stimulate your sales. anitiiie 


CONTINENTAL CAN COMPANY, INC. 


NEW YORK CHICAGO SAN FRANCISCO 
100 East 42nd St. 111 West Washington St. 155 Montgomery St. 


‘IT’S BETTER PACKED IN TIN’? 
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IN DEVELOPING NEW PACKAGES OR 
MODERNIZING OLD ONES .... 


Se TE Continental’s Specialists in the Development of New Packages and 
in Packaging Design, have built an enviable reputation in helping 
manufacturers to find either an entirely new package or in improv- 
ing present containers. Among the outstanding merchandising 
successes of today, you will find many Containers by Continental. 
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as Your package s the 
first impression. . . 
make it a qood one 








People judge your package before they have a 


HERE’S THE PRACTICAL 
SIDE OF IT: Extruded cans of 
ALCOA Aluminum are light, 
strong-walled, unbreakable, seam- 
less, moisture-proof. Available 
with either slip or screw caps, 
in a variety of sizes and finishes— 
natural, lithographed or chip- 
proof Alumilite coloring. 


chance to judge your product. Make your package 





tell the story of what’s inside: quality, freshness, 


SQUEEZE OUT MORESALES cleanliness. Bright, clean, non-contaminating 


COLLAPSIBLE TUBES. Here’s 

= ee’ package for Paints, 

Glues, Adhesives, Cements, Food . . . . . 
Pastes, Ointments and what-have- ALCOA Aluminum containers give just that 1m 
you. Non-contaminating. Strong 

walls and shoulders stand rough 

handling. Easy tofill, light toship. 


Sizes to 2144" diameter—10" long. pression. ALUMINUM COMPANY of AMERICA; 








1829 Gulf Building, PITTSBURGH, PENNA. 


ALUMINUM FOIL KEEPS 
OUT MOISTURE, LIGHT, 
AIR. A pound of ALCOA Alu- 
minum Foil goes farther than any 
other metal foil. Won't puncture 
as easily either. Comes in natural 
aluminum, printed, embossed or 
lacquered patterns. 





ALCOA ALUMINUM | 
or Packaging— 





memoes 


= FOIL...COLLAPSIBLE TUBES...EXTRUDED CONTAINERS 


WE DC OUR PART 
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FFECTIVE 
LABELS 


The accompanying label shows the effective- 
ness of blue and red on silver—one of many 
attractive color combinations which have 
been used with great success on labels for 
many products. 





NERNEY TPA 


If you are planning to modernize your labels 
or to prepare new labels for new products— 
let us help you to determine the most effec- 
tive designs. Write for samples of some of 
the unusually attractive labels recently cre- 
ated and produced by us. 


CAMEO 
DIE-CUTTING 
& ENGRAVING 
COMPAN Y 
140 West 22nd St. 
NEW YORK, N. Y. 


Pacific Coast Representative 


C. M. Turton, 
836 San Julian St. 
Los Angeles, Cal. 
Telephone: Vandike 9073 
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/ | 20% PURE MAPLE SYRUP \ 

80% PURE SUGAR SYRUP 
CONTENTS | PINT 

H. B A. RON & Ke » 


ROCKLYN 
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WARNERCRAET 


THE FINEST WORD IN PACKAGING 























OTHING could better show the skill and creative 

ability of Warner craftsmen in making boxes of 

striking beauty and distinction, than the two boxes 
illustrated above. 


One is the container for a tiny perfume bottle an inch and 
a half tall; the other is a silk lined box with a hinged cover 
for a compact and lipstick. 


















































We are constantly creating and producing boxes of this 
FANCY SET UP character for manufacturers in many lines—cosmetics, 
PAPER BOXES jewelry, perfumes, novelties, candy, etc. 


Let us talk over your packaging requirements and help you 
FOLDING to achieve the utmost in package effectiveness in the most 
Soe AE SF economical manner. 


i CONTAINER THE WARNER BROTHERS CO. 


meaists & BRIDGEPORT CONN. 
DESIGNERS ALWAYS NEW YORK REPRESENTATIVES: 
AT YOUR SERVICE H. W. Du Moulin - - - L. D. DEVERICH 

AShland 41195 - ; - 200 MADISON AVE. 
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BAS-RELIEF 


NOAA S 2S 


ONE OF THE MOST POPULAR SELECTIONS FROM 
HAMPDEN’S NEW CREATIONS. LET US SEND YOU 


THE NEW SAMPLE BOOK AND WORKING SHEETS. 


HAMPDEN GLAZED PAPER AND CARD COMPANY 


HOLYOKE, MASSACHUSETTS 
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In Nearby Philadelphia.. 


or far away Toonervill 








T° save time and money 
for the users of Stokes & 
Smith Packaging Machinery, fast S & S Air- 

plane Service is now a frequent event. e This extra 

service has been made necessary by the terms of the 

S & § Guarantee and the fact that § & S Packaging Machinery 

is in use in practically every state in the United States and in many 

foreign countries. e Regardless of location, every one of these instal- 
lations is backed by a hard and fast guarantee that insures the utmost 
service and satisfaction. Of course, this applies alike to installations one mile 
or many thousands of miles from headquarters. 

e if you are filling, packaging or wrapping 

foods, groceries, drugs, chemicals, flours or simi- 

lar products, send your packaging inquiries to 

Stokes & Smith. When possible, forward a sam- 

ple of your product. Complete information will 


reach you promptly and without obligation. 


Mr. Walter Buswell, a Stokes and Smith Traveling engineer 


STOKE MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, Pa. 


‘WE DO OUR PART 





* For economy and success, send your packaging problems to S$ & §S 
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TRY THE NEW 
CONVENIENT 
A TWIST... FOR JARS - = 


IT'S OFF 
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A SNAP... 
IT'S ON 





ECONOMY... Seal-Kaps in any one of four colors cost you $2.75 per 

thousand. Compare that to what you are now paying 
for caps. Simple, automatic Kappers will still further reduce your capping RESEALS 
costs, as they feed Kaps automatically and require only a single operator. For PERFECTLY 
small initial orders, wooden hand Kappers are furnished free of charge. 


WHAT THEY ARE... . Seal-Kaps are one piece coverall caps made 


of heavy laminated paper, thoroughly im- 


pregnated with pure, refined wax. 


WHAT THEY DO... . Seal-Kaps entirely resist moisture and atmo- 


spheric conditions. They tightly reseal the jar 
each time they are replaced. They give the consumer the utmost convenience. 


PROTECTION .. . Seal-Kaps protect the contents until the jar is 
empty. Each time they are replaced they form a 
tight, waterproof seal. They entirely eliminate danger of chipped or cracked glass. 


CONVENIENCE... . From the consumer’s viewpoint, Seal-Kaps are 
most convenient. They can be easily removed Send todav for free supply of 


with a twist and lift and replaced with a snap of the fingers. 


Seal-Kaps and sample 21,’ 
AMERICAN SEAL-CAP CORP. Mouth Jar. Trythemon your own 





11-05 44th DRIVE LONG ISLAND GiTY,N.Y. products. Test them under any — 
conditions you wish. If you are 
AMERIC AN situated in or near New York, one 
of our laboratory research men 

will gladly cooperate with you in r 


GORPORATION any tests you want to make. 
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moisture resistant and cleanable 


EVOLITE is a cloth processed 

with a special flexible 
Bakelite Resinoid, which makes it 
resistant to water, oil and most 
cleaning materials. It is made in 
several different weights, in black 


patent-leather effect, and in a vari- 
ety of brilliant metallic finishes. 
This material may be used in an 


BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin 





a New Material 


FOR PACKAGES AND DISPLAYS 


endless number of ways to produce 
novel and attractive effects in pack- 
age covers, box linings and in coun- 
ter and window displays. The fact 
that Revolite is resistant to moisture, 
oils, fruit juices, and alcohol, means 
that it is practically soil-proof, and 
is not easily damaged in handling. 
Notwithstanding its rich appearance 








Street, Toronto, Ontario, Canada 
































and unusual properties, Revolite is 
moderate in cost. You will be in- 
terested in seeing samples and in 
learning more about this new and 
decidedly different material. Why 
not be one of the first to use it in 
preparing novel and effective dis- 
plays, or sales encouraging packages. 
Write us for full particulars. 


Don’t miss the Bakelite Exhibit when you 
visit the Century of Progress Exposition. 


* 


(Above) Revolite—a cloth processed with 
a flexible Bakelite Resinoid. Made by 
Revolite Corporation, New Brunswick, N.J. 
and (left) Boxes with Revolite linings in 
metallic effects. 


43 East Ohio Street, Chicago, III. 









“The registerod trode marks shown above distinguish materiol 
by Bokelite Corporation. Under the capitol "8" is the 


THE MATERAAEL OF A THOUSAND USES 


SEPTEMBER, 1933 








OUT WHERE THE 





N today’s fierce battle for sales, ofttimes the 

inherent merit of a product is secondary to 

its package appeal. Using closures that merely 

“get by” is a business risk that few can afford to 

take. @ Closures that give your product full pro- 

tection —that add to the attractiveness of your 

package —that are convenient for consumers — 

are of real help in winning public favor and 

profitable repeat business. Closures that do not 

perform their full duty throughout the life of 

the container can prove a costly handicap to 

sales. @ You can make sure of the right 

closure for your product by entrusting 

your sealing requirements to C. C. & S. 

Long experience with many kinds of 

products has taught us a lot about the 

behavior of closures under all sorts of 

conditions and the requirements they 

must meet to be thoroughly satisfactory. 

lhe this You will find this experience most 

> GUECEVE sheunes> SuNTADAITY se valuable in obtaining closures that are 
PRODUCT ® EASY APPLICATION ® EASY RE- . . 

MOVAL > BEAUIUL DECORATIONS > DE of real help in promoting your sales. 


TO OBTAIN THE RIGHT Samples, information and prices 
CLOSURE FOR YOUR PRODUCT any time you wish. 


(NON ATCO)NEAIIN Keon SITITIVER 
noruns ron cuss conrans Qe | Uf ll in 1 CAp 
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RIB a: 


rushing causes 60% of all 
damage. Shipping containers 
must have rigidity to resist 
rushing. 

ontainer Corporation ship- 
ping cases have CONCORA 
ylinder-formed liners, which 
provide great rigidity. The 
smooth surface allows strong- 





STRENGTH.to RESIST 
» CRUSHING and DISTORTION 


est gluing for maximum fabri- 
cation strength. 


CONCORA | cylinder - formed 
linerboard is outstandingly 
rigid in a horizontal direction. 
The corrugations provide ver- 
tical strength. Together— 
BALANCED STRENGTH— 
protection from crushing and 
distortion. 


3, DENSITY to RESIST MOISTURE 


container made with porous liners 
eteriorates rapidly. DAMPNESS 
auses softness and loss of strength. 
ibres lose stiffness. Liners and cor- 
ugations no longer adhere properly. 
ONCORA linerboard is DENSE AND 
ZARD-SURFACED. Fibres are woven 


more closely together. 





STRENGTH to RESIST 


2. BURSTING 


Greater abuse is required to 
burst a rigid container. CON- 
CORA cylinder-formed liner- 


board provides this rigidity. 


At the vertical scores, the grain 
of the board gives great re- 
sistance to splitting or burst- 
ing. At the horizontal scores, 
the laminated corner formed 


Heavy calen- 


dering or “ironing” at water finish pro- 


vide a slick, hard surface that SHEDS 


The 


moisture. 


unsurpassed density 


and hard surface of CONCORA board 


mean moisture 
to the box and its contents. 


resistance—protection 


and PUNCTURE 


by liners and _ corrugating 
sheet, plus interlapping flaps, 
gives adequate bursting re- 
sistance. 


Extreme bursting strength at 
horizontal scores is obtained 
only at the sacrifice of vertical 
score strength and container 
rigidity. 





Obtain Maximum Safety For Your Shipments. Specify CONCORA Cylinder-Formed Linerboard. Container Corporation Nation-Wide Service on Corru- 
gated and Solid Fibre SHIPPING CONTAINERS, FOLDING AND DISPLAY CARTONS Assures Fast, Economical Deliveries; Close Cooperation. 
Have a Container Specialist Check Your Packaging Problems. 


CONTAINER CORPORATION OF AMERICA 


HICAGO, ILL. 
NEW YORK, N. Y. 
INCINNATI, OHIO 


CLEVELAND, OHIO 
PITTSBURGH, PA. 
MINNEAPOLIS, MINN. 


PHILADELPHIA, PA. 
NATICK, MASS. 
ST. LOUIS, MO. 


= BRIDGEPORT, CONN. 


America’s Most Complete Packaging Service — 10 Plants 


INDIANAPOLIS, IND. 
ANDERSON, IND. 
WABASH, IND. 


WE DO OUR PART 














DOING IT.. 


Matters of package design and printing plates do not become “experi- 
ments’ when placed with CRESCENT of Kalamazoo. 


Every day finds assignments for creating designs and printing plates 














for cartons, boxes, labels and wraps in process at CRESCENT. 


Your requirements will receive the guardianship of craftsmen—men who y 
know how—men who are doing these things every day— 3 


SEND YOUR PRESENT CARTONS, LABELS, WRAPS AND DISPLAY CONTAINERS x 
FOR UNBIASED ANALYSIS WITHOUT OBLIGATION ON YOUR PART. 4 


RCSCENT CnGRAVING CO. | 


DESIGNERS*ENGRAVERS*ELECTROTYPERS 
LAMALO OFM’ CH Cea : 
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SALES-BOOSTING 
BEACON > > > 


Flashing, colorful Ribbonette — on a 
package is unequalled as an attention- 
getter and sales-builder. 


That this decorative tying material 
producing results is shown by the tre- 
mendous increase in its use by progres- 
sive manufacturers everywhere. 


The tremendous advantage of Ribbon- 

ette over every other tie is that it is 

made to your order and therefore may 

be had in any color or design. It is 

4 CS made to match your package. ens 
rk. it! Qui 
WOME, yr 7 Mail us one of your standard packages 


and let our stylists submit suggestions for 
the most appropriate styles and colors, 
and also how to tie the Ribbonette so as 
to secure greatest effectiveness at low- 
est cost. 





RIBBONETTE DIVISION 
CHICAGO PRINTED STRING CO. 


2319 Logan Blvd., Chicago, Il. 


55 West 42nd St., New York 
WE DO OUR PART ae O N 'S 2% | ' 


By the Makers of Print -Ad-~String_ 
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|, a amous 


beverage labeled 
by WORLD LABELERS 


The widespread use of World Labelers is indis- 
putable evidence of superiority—steady, reliable, 
trouble-free performance and all-’round econ- 
omy and efficiency. 


The line of World Labelers is complete—auto- 
matic, semi-automatic and hand-fed machines to 
meet all labeling requirements successfully and 
economically. 

Send your containers showing position of labels, with informa- 


tion as to output, and we will forward you specifications and 
other interesting data. 


ECONOMIC MACHINERY COMPANY 
WORCESTER, MASS. 


WORLD 
LABELERS 
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Smaller size Duo-Ovals are 
excellent for hand lotions, 
extracts, etc. Larger sizes 
for mineral oil, medicinal 
tonics, rubbing alcobol, 
antiseptics, cough syrups, 
cold remedies, cod 
liver oil, ete. 















@ Here’s a container styled definitely for changing market trends 
of the New Deal Era. With present developments in the drug trade 
and allied industries, today’s package must do a super display job. 
For new products, particularly, Duo-Oval is a fighting salesman. 
“Sales appeal’ is written into its every feature. 





An individual design on each face of this OnIzed glass container 
combined with distinctive label treatment, permits you to package 
different lines of products in the one style of container—and to cut 
bottle costs by ordering in large quantities. Its sparkling clearness 
gives striking display value to your product. The strong vertical 
lines proclaim dignity. Handsome, black screw caps add smartness 
and provide an air-tight seal. 










Because of the Duo-Oval’s unusual characteristics, we have not 
deemed it advisable to offer it as a regular stock item. It will be 
manufactured only to the special order of those whose requirements 
justify large volume production. Inquiries are invited. 

Owens-Illinois Glass Company, Toledo, Ohio 











— 


OWENS-ILLINOIS 


1873 + SIXTIETH ANNIVERSARY - 1933 
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~ — | fi ii Announcing 
| OTHE NEW 

SCHLEMMER 
CRIMPER 


Heat-Seals and Crimps 1000 to 
1300 Bags per hour 


With this simple, easy-to-operate device—-you pense—with the exception of the small amount 


can seal your Cellophane or Glassine bags and of current it requires. It eliminates the need of 
tubes hermetically—so as to absolutely exclude 


















adhesives and staples. The price of the com- 


air, dust and moisture. This crimper also gives , , 
. ; plete machine, ready for use, is very low and 
an attractive finish to the top of the bag. asi ; ; ; 
it will pay for itself many times over in the 
Pushing down the lever, heat-seals the bag in- 
: : ; . course of a year. 

stantaneously. The machine is so simple in 


construction that there is no maintenance ex- Write for full details. 


VALDOR SALES, INC. 





330 FRELINGHUYSEN AVE. NEWARK, N. J. — 
SEMI-AUTOMATIC AUTOMATIC SPECIAL E 
MACHINERY FOR 4 

TYING SHEET CUTTING WRAPPING AND SEALING CRIMPING AND SEALING BANDING _ 
TWINE CELLOPHANE CELLOPHANE REVELATION BAGS ALL PAPERS bs 


PROTECTOID WAX KODAPAK 
SYLPHRAP KRAFT GLASSINE 
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/ Many a tradition has gone galley west during the 
4 ; past three or four years. It has been a period of 
| scrambled values, tottering standards. Every pur- 


chaser of paper boxes knows this. Today, some 
few paper box manufacturers and their suppliers 
are emerging from the trying era with reputations 
unscathed by the confusion, still flying the flag of 
uncompromised quality at the masthead. High in 
this group securely stands the Butterfield-Barry 
Co. with their definitely known quality brand of 
ROYAL SATIN Board. 


Boxes manufactured of ROYAL SATIN Board 
are sturdy, neat, clean cut. They never show felt 


marks, flaked corner cuts or warped sides. 


ROYAL SATIN Board comes in many weights 
and sizes. Specify it for your boxes and profit Ly 
the good impressions they will make on the con- 


sumers of your product. 





THE BUTTERFIELD-BARRY COMPANY 
174 HUDSON STREET NEW YORK CITY 
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HO serves best profits most” is an old, old axiom and still a true 

one—true both of the house of KARL VOSS and of that great 

group of manufacturers whom it is privileged to serve. The KARL 
VOSS Corporation has earned deserved praise, over a period of many years, 
for the high quality, the constant uniformity and the unerring beauty of 
the boxes it creates. 


Manufacturers who have bettered their service by the use of KARL VOSS 
boxes have profited likewise. For these boxes have a faculty for creating 
interest, for arousing the desire for ownership. In short, for strong, silent 
salesmanship. 

Consider the vast market for your products that awaits your attack. Then 
make the first step towards a successful attack—by consulting with KARL 
VOSS. 


KARL VOSS CORPORATION 


Division of Shoup-Owens, Inc. 
HOBOKEN NEW JERSEY 
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@ The trouble is that some of those codes and things that 
Mr. Blivitz is worrying about never will get completely 
settled —at least not for a long time. He wants to get the 
business back on its feet before he takes up a Jittle detail 
like a closure. 

A little detail? The strange fact is that in many, many 
cases this little detail is actually of more real basic impor- 
tance and is more urgent than anything else that could pos- 
sibly occupy his time. The wrong type of closure strikes at 
the very heart of a business—it may affect product quality, 
injure consumer good will, prevent resales, act as a drag 
on sales activity, cause dealer dissatisfaction, and result in 
complaints, returns and losses. 

The bright side of the picture is that the adoption of the 
proper type of closure—one that gives full protection, that 
is good-looking, and that helps sales—is an equally posi- 














““So he wants to 
talk about clo- 
sures, does he? 
Now listen, Miss 
Schnitzelbaum, let 
me tell you for the 
last time that | 
won't see anybody 
until | get some 
of these important 
things settled.’’ 


* 


* 











tive factor in creating good will and building a permanent 


customer following. 
* * * 


Anchor is well qualified to recommend the exact type of 
closure that best fits your package and your merchandising 
conditions. Our nineteen different styles and types of clo- 
sures makes it possible to supply the type you need without 
fear or favor. 


ANCHOR CAP & CLOSURE CORPORATION 
Long Island City, N.Y. * ° + 
BRANCHES IN ALE PRINCIPAL CITIES 


Toronto, Canada 
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CAPTIVE MOLDED CAP 
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THE FIRST INCH of the product that comes out of an 
Anchor Turret Tube is fresh as a daisy; as moist and as 
creamy, as clean and as antiseptic as the maker wants it 
to be. Why? Because these tubes are hermetically sealed 
at both ends. The top of the tube has no open aperture— 
just a thin spot that the user punctures with a punctur- 
ing peg supp!ied—an easy, simple thing to do. 


OWES SALES 


shave, has congratulated us on this very point. It’s a 
boon, he says, to the blind and near-blind, and will save 
him many an extended search. In any event, it’s hard for 
fumbling fingers to match the threads and fit the cap 
back on the tube again. 

Not so with the caps on Anchor Turret Tubes! Here 
they are permanently attached, securely locked onto the 


top of the tube by a little projecting shoulder. It’s shown 


; ; in the illustration below, if you are interested in seeing it. 
SIMPLER THAN turning on a water faucet is the best aii ' 


way to describe how a Turret Tube operates. A twist 
with the fingers, a squeeze, a twist back again—and it’s 
all over. The user can’t help doing it correctly and with- 
out lost motion, because an automatic stop makes him 
stop turning the cap when the holes (in the cap and in 
the top of the tube) are exactly in line. In closing the 
tube there is another stop; in either case a half turn is 
all that is necessary, and in fact all he’s allowed to do 
anyway. IT SPEAKS for itself, this new Turret Tube. All you 
really need to do to be convinced that it would make a 
big improvement in your packages, as well as in your 
sales, is to let us send you a few samples. After even a 
casual examination, and certainly upon using it yourself 
for a while, you cannot fail to recognize its four main 
advantages, namely: 


LOOK AGAIN AT ITS LOOKS, observe what a fine 
finishing touch this uniquely designed cap gives to any 
tube. It has distinctiveness written all over it. It’s a styl- 
ish, substantial looking, efficient device—one that is cer- 
tain to attract attention—and favorable attention, we 
mean—from consumers wherever they see it. 


THE LAST INCH of the product is just as good as the 
first. All along it has been protected because the cap 
stays right in place all the time. No lost caps, no liners to 
drop out or to stick to the top of the tube. 


THAT EARLY MORNING FOG is a bad time to have 1. The complete protection it gives the product from 


to fool around with one of the general run of tube caps. the time it leaves your plant until the last of the 


They just will drop to the floor or down the drain. They 
will get knocked off the shelf and roll away into incon- 
venient corners, or get mislaid somehow. A very near- 
sighted man, who naturally has to remove his glasses to 


product is used up. 

Its extraordinary convenience for those friends of 

yours...the gentle public that buys your product. 

The elimination of the removable screw cap with all 

its grief. 

The plus value it gives your product, a value you can 
5 ) Pp 

exploit and promote ...an active force in creating 

good will...a feature that gives you a decided edge 

over competing products. 


A turn and 
it’s closed 


A turn and 


CUTAWAY VIEW OF THE TOP OF ; 
- * it’s open.. 


TUBE AND CAP CONSTRUCTION 


Note in the illustration to the right the generous sized 
aperture in the cap from which the contents are ejected. 
This view shows the cap in an open position, lined up 
with the aperture. 

Just below this aperture you can plainly see the pro- 
Jecting shoulder or ledge that bulges outward. This pro- 
jection extends around the entire circumference of the top 
of the tube and is formed in it by a separate manufactur- 
ing operation after the cap is in place. It securely locks the 
cap on the tube, yet allows it to rotate freely. 

Note also the lug (directly above the arrow) which 
prevents the turning of the cap beyond a specified point, 
thus providing the automatic stop that contributes so much 
to the unusual and welcome convenience of the Anchor 


Turret Tube. 





EACH WITH A JOB TO DO 


@ If a single one of these different styles of Anchor @ This complete line of caps is one of the very defi- 
Closures could be eliminated, it would be foolish not nite reasons for doing business with Anchor. The mere 
to do so—for much money could be saved. But each fact that all these other types and styles exist gives 
of Anchor’s nineteen different styles has its own par- greater value to the cap selected for your products— 
ticular job to do, its own special advantages for cer- because of the assurance it gives of correct design and 


tain products and under particular conditions. perfect adaptability to meet your conditions. 





Anchor Cap ana Closure Corporation 


22 Queens Street Long Island City, N. Y. 
BRANCH OFFICES 


Atlanta e Boston e« Chicago e« Cleveland -« Detroit «+ Houston e« Los Angeles -« Louisville 
Montreal e« New York e Philadelphia e Pittsburgh « Rochester e¢ San Francisco « St.Louis ¢ Toronto 
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THE BOTTLES 


on this attractive display 
are fastened with 


BOSTITCH 


Vis you manufacture small articles 
for retail merchandising such as 
cosmetics, perfumes, novelties, 
hardware, or liquids of any kind 
sold in small bottles or vials— 
it will pay you to look into the 
advantages of presenting your 
products on effective display 
cards, either singly or in groups. 
This method invariably speeds up 
the turnover of items so mer- 
chandised. 


Speedy, efficient, economical— 
Bostitch Staplers are paying divi- 
dends in larger sales and profits 
to users everywhere. Made in a 
complete range of models— 
from small 12 ounce hand oper- 
ated fasteners to large auto- 
matic power machines. 








Mail attached coupon for de- 
scriptive information. 


BOSTITCH SALES COMPANY 
EAST GREENWICH, R. I. 


Branches and Distributors 
in All Principal Cities 


Bostitch Sales Company, East Greenwich, R. |. 
Please send me free copy of “Guarding Against Profit Thieves.” 
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NEW EVERETT SHEETER SAVES 


20% - 39% 






ON YOUR 


CELLOPHANE OR SYLPHRAP BILLS! 














Model—B. 


Automatically 


CUTS AND STACKS ANY TRANSPARENT 
CELLULOSE WRAPPING MATERIAL FROM 
ROLLS 


Sheets of any size or quantity can be quickly cut 
without delay or waste of material. You also 
save the difference between the cost of sheets 
and rolls, which saving runs from 20% to 35%. 
Whether you use large or small quantities of 
transparent cellulose or other trans- 
parent wrappers in sheets, you can 
cut your costs considerably with this 
efficient. accurate and _ inexpensive 
sheeter. The Model “B”  auto- 
matically cuts and stacks “roll stock” 
into sheets of any desired size up 
to 14 inches wide and 18 inches long. Larger 
sizes available. 


To operate, you simply connect it with any elec- 


EVERETT MACHINE CORPORATION 


817 BROADWAY, NEW YORK, N. Y. 
Phone—STUYVESANT 9-2998 


MODERN PACKAGING 


$225 


MODEL “B” 


Larger Machines 
Priced Proportionately 


tric light socket—either A.C. or D.C. While the 
machine is in operation, the person can be busy 
wrapping packages, as the machine is completely 
automatic. To insert a new roll and set for size 
takes less than a minute. 

Another advantage which makes this 
sheeter a money-saver is that the 
sheets, being freshly cut and stacked, 
are much more easily handled by the 
wrapping operator; thus reducing 
considerably both wrapping and cut- 
ting costs. 


Let us send you all the facts about the Everett 
Sheeter. Write for illustrated circular. Demon- 
strations gladly given without obligation. 










































THE NEW DEAL isn't exclusive. A “hand” 
has been dealt to everybody alike. What 
you make of that hand, however, depends 
upon your skill in playing your cards. 

The trumps— alert management, produc- 
tion efficiency, dealer display, advertising— 
still take tricks. And most firms consider out- 
standing packaging one of the “aces.” 

Packages that carry samples, or the prod- 
ucts themselves, in prime condition and 
attract attention are now more than ever a 
fundamental part of sound merchandising. 

The Metal Edge Method of Packaging has 


C a 
Tein EDGE REY 








booklet like this is issued. Filled 
with ‘stories’’ inspirational and 
helpful to the package - mind- 


ed executive. May we add 


ACUT handl 


demonstrated by many tests that it produces 
the STRONGEST PAPER BOXES. Boxes offering 
the greatest protection; giving the very feel 
of quality; attracting the eye with color and 





unique design. 

But that's not all. Metal Edge packaging 
makes an important contribution to produc- 
tion efficiency, too — for many concerns it 
saves thousands of dollars a year. 

If you use paper boxes you owe it to your- 
self and your success under the New Deal 
to find out about this unique packaging 
method. For information about its use in a 
line comparable to yours, write today. 


Every so often an illustrated 


MEMBER 





WE DO OUR PART 


your name to the mailing list? 


NATIONAL METAL EDGE BOX CO. 


THE STRONGEST 


334 North 12th Street, Philadelphia, Pa. @ 
PAPER 


KNOWN 
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FLEXIBLE — SIMPLE — DURABLE 



























PACKOMATIG 


PACKAGING MACHINERY 


Lien gross weigher shown on the left is particularly 

adaptable for handling non-free-flowing products. 
The auger type feed makes the filling operation prac- 
tically dustless. May be optionally equipped for weigh- 
ing, packing or volume filling. 


Packomatic Model MG Bond 
Gross Weigher 


This machine is specially designed for rapid adjustability 
and for filling most any type of container ranging in 
size up to 14” high, and 5” square or 5” in diameter. 
Operates at speed up to 30 per minute. Only one 
operator required. 





HE net weigher on the left is an automatic gravity 

type machine which operates without power on all 
free-flowing materials. The positive and rapid cut-off 
allows more time for the weighing operation and insures 
maximum accuracy in weights. 


For products requiring force feeding this weigher is 
equipped with a power feeder of the type best suited 
for the particular products to be handled. 


Packomatic (Scott) Net Weigher 


The PACKOMATIC "Scott" is built in 3 sizes, 
guaranteeing utmost accuracy in small, medium 
or large weighings at speed up to 30 per min- 
ute. Tripod or Column mounting optional equip- 
ment. 


lilustrated folders and full particulars sent on : 
request. 4 


J. L. FERGUSON COMPANY, 
JOLIET, ILLINOIS 


Branch Offices: 


SAN FRANCISCO NEW YORK CLEVELAND 
























MODERN PACKAGING 











F your product is not moving as fast as it should 
for your dealers, let us show you how, with a 
little ingenuity and some Cello Ribbon, you can 


convert your present package into one of out. \\) 


standing beauty and sales appeal. 


Cello Ribbon cannot fray, soil or tarnis 

is always crisp. It is easy to tie and it e is 
permanent. Cello Ribbon is economical to use. 
for it is reasonable in price. 


The samples shown are but a few of ma 
dreds of color combinations, widths ay 
that are available. Write for samples 
information. 


FREYDBERG BROTHERS 
INCORPORATED 

11-19 West 19th Street 

New York City, N. Y. 


MADE ore 
Pp 
ou 
CE 


hus mat.orF. 


REG.U.S.F FICE 


2IBBON 





Licensed under U. S. Patent No. 1,406,148 
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make YOUR PACKAGES 
SELL THEMSELVES e 


In the crowded market places today, where 
discriminating consumers accept or reject your of- 
ferings on momentary decisions, your packages need 
less of the artistic and more of the characteristics 
of the master salesman. 


Provided that your distribution methods are 
right—that your products are stocked at points ac- 
cessible to potential consumers, are your packages 
doing their part by telling a simple, direct sales 
story, in terms of selfish interest to consumers, that 


makes them STOP, LOOK and BUY? 


Richardson-Taylor-Globe package specialists 
are well qualified by long experience to advise with 
manufacturers seeking means of making their pack- 
ages better self-salesmen. An invitation to con- 
structively criticize your present packages or call and 
discuss your general packaging situation will be 
welcomed. 


The 
RICHARDSON - TAYLOR - GLOBE 
- + +» CORPORATION . .- - 


CINCINNATI - - - - OHIO 









EASY REMOVAL 
| ONE PIECE SCREW CAPS 


| | ASSURED BY USE OF 
| SELF LUBRICATING 
FLOWED-IN GASKETS 




















HESE caps, with a flowed-in gasket 
of Gold Seal Cap Compound No. 60, 


may be sealed with either a vacuum or 





non-vacuum process. 


One Piece Screw Caps 


Yet, because of the permanent self With Flowed-In Gaskets 
lubricating feature of this compound, the of 

cap may be easily removed. CG O LD S FAL 
Such a cap also provides an hermetic CAP COMPOUND 
reclosure. No. 60 


A revolutionary development, but fully 
proven by a year of highly successful 
commercial use. 


ONE REASON WHY SALES ARE 95% 
AHEAD OF THE CORRESPONDING 
PERIOD OF LAST YEAR. 


DEWEY & ALMY CHEMICAL CO. 


CAMBRIDGE, MASS. OAKLAND, CAL. 
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ERE'S a new and ingenious method of packaging 
products sold in powder form—such as concentrated 
foods, pharmaceuticals, cosmetics, dyes, etc.— 

either for sampling purposes or for small unit sales. It is 
known as the DYKEM TRANSPARENT PACKET. 

Hermetically sealing-in the product—it forms an abso- 
lutely moistureproof, airproof and greaseproof protection, 
and at the same time has the advantages of perfect visi- 
bility and cleanliness. 

Remove the accompanying sample packet, which you 
will observe is made of Moistureproof Cellophane, and 


see for yourself how it can give genuine sales appeal to 
your powdered preparation. 

The entire operation of making the packet, filling and 
sealing, is done in our plant. All you need to do is to 
send us your product in bulk and we ship you the com- 
pleted packets ready for distribution. 

DYKEM TRANSPARENT PACKETS are inexpensive. 


Let us send you full particulars; or better still, send us 
a small quantity of your product so we can show you how 
effectively it can be put up in this unique, practical little 
package. 


THE DYKEM COMPANY 


2301 NORTH ELEVENTH STREET 
ST. LOUIS, MO. 
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PACKAGING STEPS TO 


i HEN last April, through the intervention 
of a kindly Administration, ushered in a 
relief from a long and discouraging 
drought, the American people witnessed 

the reappearance of many old-remembered labels and 

bottles. With the enthusiasm that comes as a relief 
from enforced and ungraciously accepted abstinence, 
there was little tendency on the part of consumers to 
quibble over the package in which the returning product 
made its appearance. Beers and light wines were 
accepted without question, with little thought given to 
their dress, in spite of the fact that “package con- 
in practically every group of merchandise, 
had been dominantly and increasingly evident for quite 


sciousness,” 


some time. 
But such a situation is fast passing, for already there 
is a swing to more pleasing design and assembly in the 
dress of light wine and beer pack- 
ages. Some of the “old timers” 
are re-designing, and the 
new entrants in the 
field of beverages- 
no-longer-under- 
the-ban are 
putting forth 
designs that 
promise to 
equal if not 
surpass those 
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of high order in other industries. As an example of 
the new styling in such packages, MODERN PACKAGING, 
on the front cover of this issue, presents, in full color 
and an appropriate setting, a reproduction of the bottle 





and its assembly used for Silver King Champagne 
a new product of the Waukesha Mineral Water Com- 
pany of Waukesha, Wis. 

Before describing the various steps which consider 
the design of this new package and the methods of its 
assembly, a brief account of the product itself is in 
order and will, no doubt, furnish a means of under- 
standing why certain procedure was followed in the 
selection and preparation of the package. For it is gen- 
erally agreed by those who know successful package 
design and production and the merchandising of goods 
via the package that the first step to be taken account 
of is that of a consideration of the product. 


{ 


} 
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One of two ma- 





places band labels 
onthe Silver 
King bottle 





Silver King Champagne is a sparkling white wine 


containing the legal amount of alcohol—4 per cent by 
volume. Its complete process of manufacture differs 
from that used for other products on the market be- 
cause it is built up to a point where it contains the full 
legal volume of alcohol, and the process of fermenta- 
tion is controlled at that point. Unlike most of the 
other wines of today, it is not made through the dilu- 
tion or de-alcoholization of wines of higher alcoholic 
content. Containing a high degree of carbonization, 
Silver King Champagne is a “dry” wine and, in the 
opinion of “old timers” who know their vintages, it is 
believed that the modern process employed in its making 
assures a superior product. Furthermore, that the 
economy of manufacture used by the company enables 
it to provide the public with good champagne at prices 
that will permit most everyone to enjoy this product. 

While it is not possible to express all of the points, 
incorporated in the above, directly in or by means of 
the package, it is obvious that certain factors, such as 
quality of product, its protection and display, have been 
carefully considered in the selection of container, body 
and neck labels and neck foil. 


HE bottle, for instance, was specially developed 
“ and produced for Silver King Champagne by 
Owens-Illinois Glass Company. This is of 13-0z. ca- 
pacity, of heavy weight emerald green glass (17 oz.) 
and built to safely hold six volumes of gas. Pleasing 
in shape and color, this bottle permits an attractive 
arrangement of the labels, foil and closure. 

The closure is a lithographed paper spot cork crown 
which carries the designation of the product. Applying 
this by means of modern crowning equipment, not only 
aids in volume production but eliminates the use of 
hand-inserted, imported corks and thus makes for 


economy. 


Filled cases of Silver King Champagne on the way to 
the shipping room 


, 7 ODY and neck labels were designed by Elmer O. 
QD Tetzlaff. These are of machine finished stock, 
printed in red, black and silver in an effective and 
harmonious combination that expresses the quality of 
the product and, at the same time, permits of advan- 
tageous display. A heavy embossed pure tin foil, spe- 
cially developed and die cut for the Silver King Cham- 
pagne bottle, completely covers the closure and extends 
well down on the neck of the bottle, being covered on 
the lower end by the neck band or label. Because of 
the fact that the long neck foil is used, in contrast to 
the shorter foils customarily applied to ginger ale bot- 
tles by means of machine, the operations of placing 
both foil and neck band in position are performed by 
hand, as may be seen in one of the accompanying illus- 
trations. 

The shipping container, which permits the packing of 
twelve bottles, laid in a reclining position, was designed 
by Arthur S. Allen. The printing is in white on green 
fibre board, and the operation of sealing is performed 
manually. 


7 EFORE proceeding to a description of the various 
LH operations that constitute the packaging of Silver 
King Champagne, a brief resumé of the production 
processes may be of interest. The champagne is pro- 
duced by a patented process of fermentation of fruit 
juices which, after filtering and carbonizing, is properly 
cooled and placed in storage tanks. Through this 
method, it is claimed by the company, many of the 
slow, tedious and impractical processes used abroad 
and in certain sections of this country are eliminated, 
and there is produced a modern champagne superior to 
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Washing, sterilizing, filling and crowning equipment in 
the Silver King packaging line 


* 


the old style product from the standpoint of flavor, 
carbonization and manufacturing sanitation. 

Through the use of modern packaging equipment it 
is also possible to effect economies which result in lower 
costs to the consumer, and in this respect the Waukesha 
Mineral Water Company has installed automatic equip- 
ment for performing all operations that can be so 


effected. 


HE finished product from the cooling tanks is 
¢ supplied to a Liquid Carbonic forty-spout filler 
where the new bottles, previously washed and sterilized, 
are filled in a continuously moving line. From the filler, 
the bottles travel by conveyor to the feed disc of an 
Adriance duplex crowner which places them, via the 
bottle carrier, directly under the crowning head. After 
each crown has been properly applied, the bottles are 
discharged to another conveyor and fed to the two 
World labelers, one of which is shown in an accom- 
panying illustration. This particular type of machine 
was designed and built to place body and neck labels, 
as well as foil, on ginger ale bottles. But with the use 
of the long neck foil, as previously explained, the labeler 
is employed only in the application of the body label for 
the Silver King bottle. Upon the completion of the 
neck foil and label, both of which are applied manually, 
the finished packages are placed in shipping cases and 
travel by conveyor to storage for shipment. 

























— 


© here we have a new product, offered in a new 


dress which represents the modern trend—color- 
ful and yet simple and dignified. Further than that, 
there is, in the making of the package, the application 
of up-to-date methods, the use of modern machinery 
which effects economies in line with our present day 
thinking. We find an example that can be successfully 
and profitably followed by other manufacturers in the 
beverage industry which, to a considerable extent up 
to the present time, has concerned itself mainly with 
problems of production. With the realization that pack- 
age principles, properly applied, can aid in creating 
preference and sales for a product, it may be expected 
that others in the industry will adopt similar ways and 
means for increasing a demand for their products. 
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The final touches to the Silver King bottle, 
Here is how tin foil and neck labels are 
placed 
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PACKAGE 


IDENTIFICATION 


= RA” spells impetus to the cause of package 


identification for consumer recognition. 

The Industrial Recovery program likewise 

signals the coming of greater protection for 
distinctive packages. This dual claim is daring enough 
to tax credulity. So remote, on the surface, seems the 
connection between this phase 
of the New Deal and the safe- 
guarding of creative package 
designs, fashioned for self- 
selling display. Yet is the 
sequence readily demonstrable, 
if one will but look closely at 
the various reforms in “trade 


” 


practices,” which are to be ac- 
complished by the codes of 
fair competition which are the 
heart of the program. 
Eloquent of the new or 
more sensitive conscience, as 
affecting industrial property 
and intangible assets, is the 
fact that, in many fields of 
trade the codes declare un- 
equivocally against the copying of original or exclusive 
designs. Retail price cutting, which has long nagged 
package merchandising, is likewise denounced in many 
of the new-found formulas of ethics. Nor must we 
forget that it is a controversial issue under the Re- 
covery Plan which has been the means of differentiating 
sharply between straight premiums and “premiumized” 
containers possessed of premium-value. But, 





packages 
after all, it is a question whether the greatest single 
stream of benefits which may flow to packagedom from 
the current adventure will not come from the organiza- 
tion, and consequent articulation, of branches or sub- 
divisions of the packaging equipment and package 
supply industries which have not heretofore had their 
own trade associations or institutes. 

Codes are the constitutions, or by-laws, of the re- 
spective groups of package producers and package 
users to which we must look for whatever changes are 
coming in policies and accepted practices. Yet, by 
way of salve for impatience in business circles, it 
should be emphasized how it comes about that we face 
a leisurely revolution of marketing traditions. As has 
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PROTECTION 
by Whlton 


been so strongly emphasized in the newspapers and the 
official announcements from Washington, the National 
Industrial Recovery enterprise represents a partnership 
between Uncle Sam and business. What has not been 
adequately emphasized is that the plot calls for satis- 
faction; first, of the ambitions of the Government and 
attention later to the pet ob- 
jectives of the several co- 
operating groups, including the 
package-dependent trades. 

In accordance with this 
understanding that Uncle Sam 
shall have his turn first, we 
have witnessed the concentra- 
tion upon the twin tasks of re- 
lieving unemployment and re- 
viving consumer purchasing 
power. The first to be ac- 
complished by shortening the 
weekly period of labor and 
thereby spreading the work. 
The second to be attained by a 
horizontal increase of wages 
and salaries. This has, in a 
sense, left for later attention the chief compensation 
promised to business, viz, the opportunity to “clean 
house” with Governmental aid and support—to bring 
about, through concerted action, a millenium of fair 
competition, even though Uncle Sam has to wink at 
tacit suspension of the anti-trust laws to facilitate 
reform-by-combination. 

Significant it is of the resolute temper of business, 
that, even with the Trade Practices shake-up in the 
second half of the NRA program, trade groups have 
lost no time in organizing and in shaping, at least in 
tentative form, the formal denunciations of uneconomic 
and unfair habits of competition. With an eye to what 
is coming it is none too early to examine these codes 
as they are emerging. Directly and indirectly these 
standardized customs-by-consent are due to influence 
the future of packaging. If the upshot of the whole 
NRA experiment is a return to the Guild system of 
production, which was in vogue in the Middle Ages, 
the consequences to packaging, and especially to the use 
of package-seals and package-signatures, will be epoch- 
making. Representative of the (Continued on page 76) 
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PACKAGING TO “STEP UP” INK SALES 





N placing a new and revolutionary writing 
ink on the market for fountain pens and 
all other uses, it was realized that certain con- 
ditions, which relate specifically to packaging, 

be complied with if successful sales were to be at- 

tained. Therefore, in its sales plan as offered to 
dealers, the Quill Ink Corporation, 230 Park Ave., 

New York, chose to emphasize five points as outstand- 

ing in relation to the properties, uses and display of 

Quill Ink—five “reasons why” that product offers an 

unusual opportunity for record sales. These points, 

as elaborated upon in the announcement to dealers, were 
as follows: 1. An unusual product ; 2. an unusual bottle ; 

3. an unusual package; 4. “Easy Grip” bottle (larger 

size), and 5, dealer helps. 

Considering the product, the novel features of Quill 
Ink are that it cannot be chemically eradicated or 
washed from paper and, at the same time is 
easily removed from hands, rugs, desks or 
any fabrics by washing with plain soap and 
water. It is free-flowing, contains no sedi- 
ment and is non-corrosive, thus eliminating 
disagreeable, messy inkwells and the clog- 
ging up of pens. The advantages of these 
qualities are quite apparent, yet it is 
only when a record is falsified or 
tampered with or when stubborn ink 
stains refuse to be washed from the 
hands or when ink stains are found on 
rugs, towels or other fabrics that the 
question of ink receives the attention 
it deserves. 

With such an unusual combination 
of properties as these—permanency, 
washability and writing quality—we 
were naturally desirous of obtaining 
such packages and displays as would 
serve to present the product in a sub- 
stantial and outstanding manner. Ob- 
viously, the ordinarily accepted bottle 
for this type of product would not do. 

So the triangular shaped bottie, which 

I designed, was adopted for the 2-o0z. 
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The Quill display which features the 2-oz. 
Quill Ink bottle and its carton 


FREE-FLOWING 
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size, and with it the label, conforming in shape and 
applicable to any one of the three panels. A molded 
phenol resin cap completes the assembly. 

As a suitable container for the Quill bottle, a tri- 
angular carton in two color printing, which matches 
that used on the bottle label, was developed. This car- 
ries, on two of the display sides, an enlarged duplica- 
tion of the label, while the third side, divided into two 
black and two blue panels, offers additional information 
regarding this writing fluid. The top of the carton 
displays the word Quill in black on a white back- 
ground, with the word Ink and the characteristics of 
the product in black letters on a blue background. 

The quart size of Quill Ink, for office and other 
uses where greater amounts are required, makes its 
appearance in the “Easy Grip” bottle, a special design 
that embodies convenience and attractiveness. In 









EASILY WASHED FROM 
HANDS AND CLOTHING 
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shape, this bottle permits easy handling, for the con- 
cave sides enable a firm grip when pouring. The 


pour-out spout, too, has been designed to facilitate 


the filling of ink-wells and other receptacles and this 
is capped with a molded screw closure. The label 
used on ‘Easy Grip” is identical to that on the 2-oz. 
triangular bottle. 

On the dealer helps offered, consisting of counter 

display, three-color window 
display and three-color win- 
dow strip or sticker, the out- 
standing properties of Quill 
Ink are featured and, on the 
latter two, reproductions of 
the Quill bottles are shown. 
The counter display, also printed in 
three colors, is provided with an easel 
attachment and permits the showing 
of the actual carton and the 2-oz. 
Quill bottle, as may be seen in an ac- 
companying illustration. This dis- 
play, in size 10% in. x J3 in., car- 
ries at the upper left an enlarged re- 
production of the Quill label while 
elsewhere are displayed the state- 
ments which characterize this unusual 
product. Instructions for the setting 
up of the display are printed, with 
an explanatory diagram, on the cut- 
out flap at the lower right of the dis- 
play (although not shown in the il- 
lustration as it is covered by the car- 
ton in place). A triangular shaped 
die-cut opening provides space direct- 
ly above the carton for the placement 
of the rear corner of the Quill bottle. 
And, lest it be overlooked, the price 
of the product is carried in the left 
hand corner of the display. 

Among the suppliers furnishing the 
various materials used in the pack- 
ages and displays are the following: 
Brooks & Porter, Inc., labels, car- 
tons and counter display cards; F. 
E. Reed Glass Company, 2-0z. and 


quart bottles; Mundet Cork Corpora- The Easy Grip bottle is all 
that is designated by the name 


tion, closures for 2-oz. and quart 
bottles, and Tyre Rubber Company, 
special pour-out spout for the quart- 


size bottle. 


Since its introduction, Quill Ink has met with a 
generous acceptance and has, in an unbelievably short 
period, received unqualified endorsement from na- 
tionally known banks, hotels, hospitals and manufac- 
turing establishments where large quantities (in quart 
and gallon sizes) are required. The 2-oz. bottles of 
Quill Ink are now being sold through wholesalers, re- 
tailers and several of the larger chain stores. 

Under the present sales plan and with the announce- 
ment of our new package and displays we believe that 

not only will our distribution be extended into 
new channels but that the retail sales will be 
greatly increased. We have proved beyond 
any doubt that our product will meet all of 
the tests that may be demanded of it and will 
stand up under average and peculiar con- 

Having the faith that Quill Ink 
is an outstanding product, we have 
placed that product in a_ package 
which will attract immediate atten- 
tion because of its unusual design 
and convenience. Easily recognizable 
and permanentiy identified with the 
product, the Quill package is a 
powerful factor for re-sales as it car- 
ries the assurance of a tried and de- 
pendable product. Likewise our dis- 
plays furnish the opportunity to im- 
press prospective purchasers with the 
unusual qualities of Quill Ink. 

Our experience in developing sales 


ditions. 


and promotional plans for the distri- 
bution of Quill Ink is not dissimilar 
from that which has been encoun- 
tered by many other manufacturers 
who have been faced with the prob- 
lem of placing a new product on the 
market. The knowledge that a pack- 
age, well-designed, convenient and 
conveying a definite sales message, 
can form an integral part of a sales 
campaign enabled us to proceed along 
lines which dictated a selection that 
would be adequate to our needs, and 
we believe we have accomplished this. 
At any rate, we have received most 
favorable comment on the package 
and an encouraging acceptance of it 
from the standpoint of sales. 











The Quill window sticker carries color re- 
productions of the bottle 
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One of the two units used for the filling of dry products 


ISTRIBUTING a complete line of pharma- 

ceutical products to a group of over four- 

teen hundred member stores, the Philadel- 

phia Wholesale Drug Company, a coopera- 
tive organization, not only functions as a clearing house 
for many nationally known brands but also is engaged 
in the packaging of two private brands—known as 
Optus and Druco. The former is applied generally to 
the line of dry or powdered products put up by the com- 
pany, while the latter is used to designate the liquid 
products. 

These packaging operations, while simple, offer an 
interesting example of size and product flexibility at- 
tainable through the use of adaptable 
equipment, for actually two types 
of machines, as shown in the 
accompanying illustrations, 
perform all the work not 
done by manual methods. 

Approximately forty dif- 
ferent products — powdered 
or granular material—vary- 
ing in weights from one 
ounce up to five pounds are 
filled into fibre cans and car- 
tons on the Universal filling 
machines. Two of these have 


PACKAGING FOR SIZE 
AND PRODUCT FLEXIBILITY 


been in almost constant operation in the plant during 
the last seven years. One operator is required for 
each machine and the filling is by gross weight, produc- 
tion averaging from 10 to 25 per minute, depending on 
the size that is being filled. 

The Samco Junior filler, used for the Druco line is 
fitted with six filling heads and is equipped to handle 
eleven different sizes and shapes of bottles. As used 
here, the sizes range from 1-oz. to 16-0z. bottles and 
the products vary from rubbing alcohol to the heavier 
materials such as mineral oil. Before filling, of course, 
the bottles are washed and _ sterilized. Closures, 
whether cork or metal cap, are applied by hand, as are 

the labels. The company maintains its 
own printing plant for the making 
of labels, cartons, inserts and 
other printed material which 
it requires in the conduct of 

its packaging activities. 
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Six-head liquid filler at plant of 
Philadelphia Wholesale Drug 
Company 
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Lhe modern — script 
used on these Pom- 
peian containers is 
also employed in the 
advertising. The box 
ts done in purple and 


the jars carry silver 
labels, the Night 
Cream having a black 
top and the Day 
Cream a light one 


































— TYLES and standards of American art (and, 

indeed, of any art) change with the weather, 

C the status of the national pocketbook and the 

emotional condition of the population. A war, 

a national scandal, a business depression, a hurricane— 

all leave an impress upon our cultural life, and are re- 

flected in our painting, literature, music, everything 
that touches our inner beings. 

We have, really, no tangible measure by which the 
aesthetic value of any work of pure 
art may be gauged. We know what 
we like, but not always why we like 
it. But in the field of business and 








ART FOR SALES SAKE 


by ers yi oo 


Art Director, N. W. Ayer & Sons, Inc. 


industrial design, there is quite a different story, for 
the excellence of commercial art may be accurately 
measured on the balance sheet. A piece of commercial 
art, no matter how beautifully conceived and executed, 
is not worth its postage if it does not make a profit. 
The artist, the designer, the stylist, must be certain 
that everything produced is so produced to sell—they 
must practice art for sales’ sake. They must know 
what people like and why they like it. 

This is most certainly true of packaging, for we know 
by experience that good design can give definite and 
measurable sales-impetus to a bottle of ketchup or a 
bath towel or an electric battery. A new package, right 
in size and shape and color scheme to compete effec- 
tively with its neighbors on the shelves, has more than 
once aided the renaissance of some reputable, though 
taken-for-granted, product. Proper styling has brought 


* 


A paint can is only a pamt can, but it may have display value 
just the same. These cans look well on shelves, especially 
when stacked. The color on each label is that of the paint 
inside 









































The Maltine label was redesigned and simplified to make 

it more readable. The carton also was changed so that 

Maltine on the shelves looks like quality merchandise in- 
stead of patent medicine 


* 


back to popularity whole groups of things considered 
by the new generation quaint and outmoded. 

Today, when the progress of most forms of art is 
seriously hindered, there is no depression for the pack- 
age designer. In fact, present-day conditions have been 
most favorable, for when business is bad the manufac- 
turer must use every available means of stimulating 
sales. Products, as well as their packages, have under- 
gone careful scrutiny by their makers, who are studying 
every chance to improve their appearance, their utiilty 
and their visibility. 

There are many reasons underlying this new interest 
in the package, some of the phases of which may be 
briefly discussed. 

1. A New Product. When a new product is being 
launched it is imperative that the container be made 
as attractive as possible. Since people have more time 
to think about the things they buy, they are becoming 
more style-conscious every day. The package must ap- 
peal to their style-consciousness. When a new product 
is put on the market the advertising agency should see 
to it that its client is well advised as to the proper steps 
to take in obtaining best results. One of the important 
reasons for this is that the package will probably be 
shown in the illustration of the advertising announce- 
ment. If the package is ugly, the illustration will be 
ugly and the advertising cannot be inviting to readers. 

2. The Outmoded Container. Old-fashioned pack- 





ages are still too numerous to mention. The manufac- 
turer seems hesitant to change a package that has been 
illustrated in advertising for many years and has be- 
come impressed upon the mind of the consumer. So 
long as business was good he was inclined to believe 
that it would be a mistake to make any change in its 
appearance. However, times change. His competitors 
appear in a new dress and business is not as good as it 
used to be. A redesigned package in this case has been 
proven a decided stimulent to sales. It gives the sales- 
man something to talk about to the dealer and the 
dealer something to bring to the attention of the cus- 
tomer. 

3. An Improvement in the Package That Will Facili- 
tate the Use of the Contents. When competition in 
any specific field becomes too keen, it is smart to study 
new ways of using the product or new ways of making 
its use easier. Recently there have been many contests 
to get people to find new uses for old products. Pack- 
ages have been redesigned to make them handier for 
the housewife. If the product is in liquid form, for 
instance, we must be sure that the liquid pours easily. 
If it is an extract, we do not want it to pour too easily 
but must devise some way to make it possible to ob- 
tain a few drops at a time. If it is not made to pour, 
we must be sure that it is easily accessible to a spoon 
or dauber, and so on. 

4. Better Display Value. 
kept all his wares on deep shelves because that was the 
best way to keep the stock handy. I doubt very much 
if he considered the display value of his merchandise. 
He did not have more than one or two different brands 
of any one product, if it was branded at all. Nowadays, 
however, he finds that people look at the shelves for 
suggestions, and so shelves have become an aid to sales. 
Manufacturers have only begun to realize that their 
products should have visibility and identity when seen 
from a distance—not only when held in the hand. An- 
(Continued on page 80) 




















At one time the dealer 


































other important point is 


The Blue Label Ketchup and Chili 
Sauce bottles designed with wide necks 
to eliminate the irritating traditional 
bottom-thumping. The glass is trans- 
parent and the label blue 
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PACKAGES THAT 


N THE PACKAG- 

ING of candy and 

like products different 

schools of thought are 

to be found. Some manufac- 

turers are steadfast in the be- 

lief that a variety of designs, 

as applied to the different assortments, is essential 

to their packages if consumer preference is to be at- 

tained; others combine similar assortments in boxes 

quite unlike in design, while a third group maintain 

that uniformity of design, as applied throughout an 
entire line offers distinct advantages. 

An interesting example of the latter is to be found 
in the packages of the Stuart Chocolates Company of 
Milwaukee, Wis. The reasons which led to the adop- 
tion of the present packages, several of which are 
illustrated on this page, as set forth by A. S. Lad- 
wig, secretary of the company, as follows: 
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‘“CULTIVATE’’ 


THE CONSUMER 


“During the hectic days of 1927 and ’28 when pack- 
age chocolates were sold on a ‘picture box’ basis, we 
could plainly see there were a number of things wrong 
with this method of doing business. The final con- 
sumer of the candy was being given too little consid- 
eration—packages were made up primarily with the 
purpose of interesting the wholesaler and retail mer- 
chant on a size and flash basis. At that time we had 
been in the business of manufacturing chocolate con- 
fections for twenty years, and too much stress was 
being laid, not only by ourselves but by all manufac- 
turers, along the lines above mentioned. 

“Our thought at that time was that a change of 
policy was very necessary, and the original idea be- 
hind the building of the Stuart line was to give the 
ultimate consumer in package chocolates an outstand- 
ing piece of merchandise at a fair price, so that he 
could feel that he was getting his money’s worth, and 
not making a collection of garish packages which were 











being offered in seven- and eight-color 
combinations with’ hideous art work 
predominating at that time. Having 
perfected what we believed to be an 
outstanding piece of merchandise 
through our manufacturing experience 
of years, our next step was to build a 
lasting package through simplicity of 
design and to carry a_ uniformity 
throughout the whole line. Every pack- 
age then, would be immediately recog- 
nized as one of a group, all carrying 
the name and trade mark of Stuart 
Chocolates. 

“Another thought which we worked 
out was getting away from the vicious 
trade practice of every year coming out 
with dozens of new boxes and names, 
yet all containing the same general as- 
sortment of chocolates, which simply 
meant that the consumer, time and time again, was 
urged to buy merchandise which he thought was dif- 
ferent and new, and yet was the same old thing in 
just a different dress. We set down the hard and 
fast rule that each one of our packages should contain 
a different assortment of chocolates, built to meet cer- 
tain different tastes. For instance, one person likes 
all milk chocolates, another only dark chocolates, a 
third only bitter-sweet chocolate, others hard centers, 
creams only, nut and fruit confections, etc. There- 
fore, each one of our packages contains a different 
assortment. Further than that, the assortment in each 
box requires a minimum number of pieces, which we 
absolutely adhere to, and refuse to pack a box unless 
our assortment comes up to this minimum. The con- 
sumer then who favors a particular package always 
finds those pieces which he expects. All this, of course, 
is nothing unusual or different from what it should 
be, but is based on the general thought of the consum- 
er’s likes and dislikes, and that of selling a fine prod- 
uct and not a picture box. 

“Casting about for a suitable name: Stuart is a 
family name of ours, and the trade mark is the cor- 
responding coat of arms, which apparently dates back 





some years, and which we dragged out of the dusty 


archives and placed in use. 

“These same thoughts and practices are followed 
with our new line of preserves, marmalades, etc., and 
we are attempting in this locality to merchandise these 
products on more of a specialized basis instead of 
handling it as they do around here, as just another 
grocery item.” 

The color scheme as carried out on the candy box 
wraps, as well as on the labels of the preserves, is 
black and gold, although certain of the confectionery 
packages also include an illustration in true colors to 
further indicate a particular assortment—such as 
“Strawberries.” In every case the contained assort- 
ment is clearly marked so that the customer is in no 
doubt as to what he or she is getting. For special 
holiday sale, use is made of die cut labels which indi- 
cate seasonal greetings, these being pasted on the box 


wrapper. 

The packages shown exemplify the fact that simple 
design, if distinctive and indicative of quality, can be 
used with lasting effect to establish and hold a market 
for a group of products. 













The molded container for Bag-A-Tell, illustrated and de- 
scribed on page 54 of the August issue was erroneously 
credited to Reynolds Spring Company. This container, of 
Plaskon, is molded by General Industries, Inc., of Elyria, 


Ohio 
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HE STANDARD CRAYON MANUFACTUR- 
ING COMPANY, of Danvers, Mass., is the origi- 
nator of wax crayons in this country and is the 
si first company in its line to break away from the 
simple paper box for its product and to use a container 
which, by the appropriateness and attractiveness of its 
design, was a marked factor in the success of its sales. 
This new policy was started about eighteen years ago 
with the introduction into one of the largest chain stores 


of a type of box with an attractively designed box con- 


taining both crayons and a drawing book. Since that 
time we are continually bringing out new packages be- 
cause we believe thoroughly in furnishing to the depart- 
ment stores, chain stores and toy shops an attractive item 
of good quality. We have found by experience that it is 
good business to do so. 

As the bringing out of new packages is an old story 
with us and has no terrors, and as we have learned to 
appreciate fully their value in stimulating business, we 
decided that this was the time, if ever, to do something 
radical along these lines. As a result we have designed 
twelve new boxes this year, which is quite a large num- 
ber of new ideas to introduce at one time. But we felt 
conditions called for extraordinary efforts. The results, 
we feel, have fully justified our action. A description of 
five of these boxes in different price ranges will suffice 
to give a good idea of what we have done. 

Boxes No. 111, No. 114 and No. 115 retail for ten 
cents; No. 117 for twenty cents, and No. 119 for twenty- 
five cents. They are shown in the illustration. It will 
be noted that they contain a modern touch with their 
transparent cellulose coverings to keep the contents clean 
and bright, have appealing pictures in bright colors and 
are of remarkably good quality considering the low retail 
price asked. 

30x No. 111 is 5% in. by 11% in. and contains a 
crayon drawing set. It is canary yellow or red (as de- 
sired) in color, contains ten crayons of different colors, 
each in its separate compartment, and four pictures to be 
colored. These pictures are all of Dutch children and 
two of them include animals, always so attractive to 
small children. The cover of the box is a cut-out. 
Through it may be seen the crayons and the gayly colored 
picture which serves as a suggestion for coloring. One 
of the uncolored pictures is similar to the latter in out- 
line and may be made the same by the crayons included 
in the box. 
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CRAYON DRAWING SET 











Also in the ten cent class is No. 114 which is similar 
to the one just described. Variety is brought in, how- 
ever, by the use of pictures which suggest nursery 
rhymes and changing the size to 7% in. by 10% in. and 
having eight crayons instead of ten. The color of the 
box is also yellow or red and the picture in front is in 
lively colors of good taste. 

A third box in the ten cent class is No. 115 which 
contains a crayon puzzle set. It is the same in size as 
No. 114. There are six crayons and a brightly colored 
picture showing through the transparent cellulose cover. 
Under this is the outline in black lines of the same pic- 
ture on fairly heavy cardboard. It is cut as a jigsaw 
puzzle but the parts are fitted together rather tightly so 
that if laid on a flat table or the like it will not fall apart 
while being colored by the crayons. The box contains 
printed directions telling how to use the set. 

Box No. 117 is somewhat larger than the ten-cent sets, 
being 9 in. by 11% in. in size, and makes use of the 
same colors as the ten-cent puzzle boxes. It contains 














two puzzles and eight crayons. The colored picture 
showing through the transparent window acts as guide 
for one of the puzzles, if desired, and the other puzzle 
is colored according to the choice of the child. It also 
has a slip with printed directions. 

Box No. 119 is 10% ia. by 12% in. and contains ten 
crayons and six pictures depicting nursery rhymes for 
coloring. The outside of the box is green with a modern- 





istic design suggesting a variety of toys in red, white 
and blue, such as jumping jacks, drums, toy soldiers, 
trains and animals. 

The general effect of all of these boxes is that a great 
deal is being given for the money. They look attractive 
and are obviously appropriate for young children. From 
the standpoint of economy it should be noted that, aside 
from the Dutch pictures of No. 111, those placed in the 
boxes of the various price classes and representing 
nursery rhymes are all taken from a single group, even 
in the case of the puzzle sets. The main difference be- 
tween the different boxes of various prices is that the 
higher priced ones have more pictures and more crayons. 
All boxes in the same price class do not have the same 
pictures so that a person may buy two or three of each 
without having the pictures duplicated. 

Our attitude on the question of new packages is based 
on experience and may be explained somewhat as fol- 
lows. Now-a-days a box is oid fashioned that does not 
contain modernistic motifs and a color attractiveness that 
makes the box stand out. Eye appeal must be the key- 
note back of boxes that the child, particularly, will select. 
In our line we must bear the children’s viewpoint con- 
tinually in mind. 

In a recent test conducted by us, children bought more 
of our crayon boxes described in this article than did 
grown-ups. Therefore the use of pictures of children 
at their play and the fanciful ideas shown on these 
boxes explains their success. Some of the tests that we 
make on our boxes, such as watching sales to children, 
are amusing and the results of careful observation under 
actual sales conditions are also helpful when it comes 
We have seen how children 





to establishing new designs. 























love to color and the thought of combining a puzzle set 
all cut out and showing the best color combinations has 
been an idea that has met with a splendid response. 
Parents also approve because of its educational value. 

We have also had to meet the tendencies of the time 
for cheaper and cheaper crayon boxes, and the store 
buyers have encouraged this in many instances by the 
lower prices which they wanted. As a matter of fact, 
we have actually designed higher priced boxes at the 
expense of decreased margins of profit for the dealer, 
but the increased sales and greater satisfaction among his 
customers has warranted his carrying the merchandise. 
What we have done has noticeably quickened our sales. 

Finally there is another aspect which is of very vital 
importance. We have found that the bringing out of 
such a new line gives a refreshing change to the buyers 
and renews the interest of our own factory employees 
and sales organization. We get a kick out of producing 
a new box and it gives us all a new enthusiasm. 
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«tf counter display of bent aluminum. In the background, an electrical display in which large reproductions of both 
box and counter sign are used 


PACKAGES WITH ADAPTATIONS FOR 
MERCHANDISE DISPLAY 


© attain cumulative advertising value to secure 
the greatest merchandising utility from a pack- 
age, it should be so planned that all of the 
elements incorporated therein are expressive, 
wherever possible, of the product and function in the 
sales of that product. In other words, the package can 
be, or should be designed so that it forms the basis of 
subsequent advertising, finding its place in posters, 
counter and window displays and space advertising. 
The illustrations accompanying this article are excel- 
lent examples of the ideas carried out by one designer, 
and as applied to a particular field—that of textiles. 

Although he has been in this country less than four 
years, the work of F. L. Amberger, in packaging and 
allied phases of the graphic arts, has attracted much 
attention and is being used by a number of leading 
manufacturers. 

Mr. Amberger is a native of Zurich, Switzerland, 
and as his family had, since 1715, been engaged in the 
business of printing and lithography, the atmosphere 
in which he was reared and the opportunities for study 
and useful experience which the family business af- 
forded had much to do with shaping his career along 
both practical and artistic lines. His early studies in- 
cluded four years in the School of Applied Arts 
in Zurich and one year in the Geneva Academie 


MODERN PACKAGING 


des Beaux Arts. Later he filled the positions of de- 
signer in a printing house in Frankfort a. Main, and art 
director of the famous wine establishment of Chr. Adt. 
Kupferberg. 

After these commercial experiences, Mr. Amberger 
spent four years as an instructor in the Academy of 
Graphic Arts at Mainz, a government institution, and 
was called to Hayti as technician and art director of 
the first newspaper published in that country—a jour- 
nal established for political purposes by the son of 
the Haytian “sugar king.” 

Since coming to America in 1929, he has been en- 
gaged in free lance work for national advertisers, and 
has recently become associated with the International 
Art & Advertising Service. The quality of his work 


Although restricted to one color, both beauty and dig- 
nity are achieved in this corset box of black on silver 
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was recognized by his appointment, in 1931, as an in- 
structor in graphic art in the University of New York, 
a position which he still holds. 

In discussing the packages which he has designed, 
he said: 

“The utmost possible simplicity, combined with what 
may be termed ‘poster value,’ is always the first con- 
sideration—to which must be added dignity, if the 
package is intended for permanent use. This means, 
in my estimation, practically all packages; for with the 
exception of special packages for some unusual use 
or occasion, I think that every manufacturer should 
plan his packages with the view of using them as long 
as his business exists. Future developments may cause 
him to change his mind, but that is something which 
cannot be foreseen. 

“Speaking of simplicity, my opinion is that many 
packages are spoiled by the manufacture’s insistence 
that too many elements be introduced. You often see 
packages upon which are displayed elements which be- 
long in the advertising of the product which the package 
contains. True, the package is itself an advertisement, 
but the attempt to tell on the package details which 
properly belong in newspaper or magazine advertising 
only creates confusion, and lessens instead of increasing 
the value of the package—both as a container and as an 
attractive and effective advertisement for the product. 

“Another thing which I consider of vital importance 
is a design which is, in itself, a satisfactory solution 
of the packaging problem which confronts the artist. 
We see many packages which are beyond criticism in 
so far as color is concerned, but which are mediocre 
in design. One feels that an (Continued on page 80) 
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The Holeproof box is the central feature of this window 
display (upper right) in which eight patterns of one 
style of hosiery are attractively displayed 


Holeproof Christmas packages are the feature of the 
window display shown at the lower right. Snow flake 
designs on both biue and red backgrounds 


Black and silver were used in the Holeproof box, shown 
below, as this combination does not clash with any of 
the different color schemes of the socks themselves 
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SWEET BISCUITS 


s.pierce CO 
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IMPROVING ESTA 


‘ 7 STABLISHED over a century, as importers 

and grocers, the S. S. Pierce Company, Boston, 
« Mass., has enjoyed a constantly increasing busi- 

ness and a reputation for quality products. 
Therefore, in making recent changes in certain of its 
packages it is natural that there should have existed a 
conservatism to a radical departure from established 
designs, and the problem was that of introducing artis- 
tic improvement rather than an attempt at creating 
group or family resemblance. That such a move was 
successful, however, is evident in the fact that the new 
packages have brought about a marked increase in 
retailer and consumer reaction. Shown in the accom- 
panying illustrations are several of the old and the 
corresponding new packages used by this company. 





The change made in the 





biscuit package consisted of 
a simplification of the design 
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ter visibility in shelf display. 
Previously this package con- 
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sisted of a kraft covered box with a label on top. 

Surface appeal plus simple and attractive design, 
which immediately tells the story, and a color scheme 
which ties up with the product constitute the changes 
made in the maple sugar package. Likewise, the 
change to modern design is a decided improvement in 
the bacon box.. 

The new chocolate croquette package incorporates a 
curled edge as contrasted with the old package which 
was plain. While the change from the old to the new 
label on the Choisa Tea fibre can is slight ; a lightening 
of the backg:ound and a simplification of the panels 
have produced an improvement. The Edenvale and 
the Red Label tea ball packages are shown as samples 
of the uses to which paper cans may be put, and are 
convenient for the product, 
for storage and for con- 
sumer use. The new pack- 
ages shown have been de- 
signed and made by the Cam- 
bridge Paper Box Company. 
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1. Excellent color work characterizes this group 
of new tubes. Bost in green, with orange and 
white lettering; Kyanize in black, yellow and 
white, the Plough’s in red, black and white. The 
Kyanize tube has a metal cap, the other two 
employ molded closures. 
These tubes are manufactured 
and lithographed by the Peer- 
less Tube Company. 
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3. Here is a trio of blues, in various shades, 
and with molded caps to match. Fairly large 
sizes too—Gilbert’s is 7 in. x % in. Simple, 
well defined lettering on each, and so placed as 
to take the greatest advantage of the display 
space offered and at the same 
time produce a nicety of bal- 
ance. All three are made by 
Peerless Tube Company. 





& 
2. The Smokers tube incorpo- 
rates the name with the design ; 
the Reeds tube makes effective 
use of black, white and light 
green, while the Dennison tube 















° 
4, With a black and silver de- 
sign on a background of laven- 
der, the Bir-Con-Jel tube 
expresses fastidiousness and 
cleanliness. The Dutch Boy 





delineates the various uses of 
the product in a series of pan- 
el designs that extend com- 
pletely around the tube. These 
three are made by Bond Man- 
ufacturing Company. 












tube achieves smartness in the 
combination of black and or- 
ange and the use of the well 
known trade mark. Both with 
molded closures and made by 
A. H. Wirz, Inc. 
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AMONG THE NEWER 
PACKAGES 


1. The new package for Cico Liquid Paste put 
out by the Carter’s Ink Company employs a silver 
foil label, a double shell cap with polished aluni- 
num dome and an adjustable hard rubber spreader § 
set into a soft rubber washer. The jar is of opal 
glass, as formerly. 


2. “Modernite” candles, made by Will and 
Baumer, introduce a new note in table-setting 
which the alert hostess is always eager to achieve, 
The new box is Cellophane wrapped and the design 
is expressed in silver, green and black. 


3. Wesson Oil & Snowdrift Sales Company offers 
an interesting combination package consisting of 
a pint size can of Wesson Oil and a mayonnaise 
mixer, as shown in the illustration. Excellent use 
is made of the display panels on this carton. 


4. A set-up box base, copper foil covered and 
printed in black, is used for the “Copper Case” line 
of Carter’s Inks. A throw-away carton cover, is 
printed in colors to correspond with the ink. The 
bottle is cemented into the permanent base. Boxes 
are by Dennison Manufacturing Company. 


5. A “window” box with printing in two shades 
of blue does an excellent job for the Sanitax Brush 
Company of Chicago. The customer immediately 
senses cleanliness in the product. These boxes 
were made by the Acme Paper Box & Case 
Company. 
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6. Here is a real “pick-me-up” package 
with convenience plus. It holds six bottles 
of Dr. Pepper, and it must be admitted that 
the display space has been used to excellent 
advantage. Designed and made by the Rich- 


. ardson-Taylor-Globe Corporation. 


7. A “stand-up” sleeve used in the new pack- 
age which the Everett & Barron Company 
has adopted for its One White Shoe Cream 
facilitates packing of the tube. 


8. In flesh color and black, with white let- 
tering and decoration, the new boxes for 
Waterman’s Lady Patricia writing sets are 
expressive of quality. The cover, reversed, 
provides for attractive display. Made by Lor- 
scheider-Schang Company. 


9. New line of packages designed by Leonard 
Arthur Wheeler for the Mary Greene toilet 
preparations, for Western consumption. 
Green and black labels on silver foil. 


10. Lily-of-the-Valley bulbs, formerly sold 
only to growers, are now travelling into hun- 
dreds of homes, schools, offices, hospitals, 
etc., because of this unique package. One 
grower sold 25,000 units during a single 
season. The containers are made by the 
Lily-Tulip Cup Corporation. 


11. Two new packages of the Star Candle 
and Crayon Works, sold in stationery and 
toy departments. Both have cellulose ‘“‘win- 
lows” and were designed by E. Leonard 
Koppel. Boxes were made by Bonime Art 
Craft Company, and wraps printed by Kehl- 
man Printing Company. 
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1. Intensely modern in design, this interesting 
and attractive cigarette box is being distributed by 
General Electric Company in connection with that 
company’s exhibit at the Century of Progress, 
The box is molded of black Bakelite with a red 
cover. Photo by courtesy of Bakelite Corp. 


2. Combination of black and silver in the treat- 
ment of these paint labels for Carpenter-Morton 
Company suggests a color scheme for interiors and 
also lends itself to advantageous dealer display. 
Design is repeated on reverse side of cans. Labels 
and «designs by Cambridge Paper Box Company. 


3. New packages in the Potter & Moore Lavender 
Series, together with their accompanying display, 
which Groville Sales Corporation has just im- 
ported from England for domestic sale. 


4. The old and the new Z.B.T. talcum powder 
cans, used by the Crystal Corporation. The new 
design incorporates dark blue bands while the 
lighter panels are in an appealing shade of French 
gray. Designed by United Advertising Agency. 


5. Here is a group of three packages which make 
use of glass vials that are supplied by the Kimble 
Glass Company. Houbigant bath tablets are con- 
tained in the large vial with a metal top and base; 
the other two are used by Solon Palmer for “Gar- 
denglow” and four assorted odors. 


6. The new Cutex Travelling Set has been smartly 
re-styled to resemble a modern flat camera case 
with rounded ends. The package is covered with 
glazed black and metallic copper paper. Photo by 
courtesy of Northam Warren Sales Company, Inc. 
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NEW MERCHANDISING _— 
DISPLAYS 
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1. Barium Products, Ltd., uses this cut-out coun- 
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"a “Barene” in removing stains from fingers and 

1 that boss 
teeth. Bottles are by Owens-Illinois. NEN OW Fea 

press, SAFE (o/c FINEST FABRICS 
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2. Higgins & Low, Inc., designed this display for : . 
showing four packages of Izen, a conditioning tigen | ize 

treat- liquid, made by Alaco Products, Inc. McCandlish Sctcnsisoces Meer sc een 

orton Lithograph Corporation made the display. 

s and * 

splay. 3. By actual comparative tests in grocery stores, 

abels it was shown that this counter display boosted 

tai sales 33 to 67 per cent for Shefford Snappy 

asia Cheese and Shefford Cream Cheese. - 
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im- § 4. Placing its product within easy reach of the ECONOMIZE 
buyer, Rumford Chemical Company has made 2 

4 successful use of this floor display. Designed 

wder & and made by Forbes Lithograph Mfg. Company. 
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ee 5. Semi-circular in form and showing an en- 


| larged illustration of the jar in color, this floor 
y: stand display by Forbes has given an excellent 
account in sales of Cain’s Mayonnaise. 
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NEW IN GLASS 
CONTAINERS 


1-2. Helwig & Leitch Corporation, Baltimore, 
Md., manufacturer of Majestic Food Products, 
has shown a constant increase in sales of its 
products. The packages shown in these two 
groups are typical of the products included in 
the line. Jars are furnished by Hazel-Atlas 
Glass Co, and Ball Bros. Co.; labels by Nation- 
al Color and Printing Co. and United States 
Printing and Lithograph Co.; closures by Tin 
Decorating Co. and Closure Service Company. 


3. Florida Grapefruit Canning Company, Inc. 
uses a colorful label in black, red, blue and yel- 
low on its Capstan glass jars containing hearts 
of oranges and grapefruit. An 83-D Anchor 
cap completes the assembly. 


4. A “sun-burst” effect on the bottle provides 
an attractive setting for the green and gold foil 
label on the package used for smelling salts by 
the Eagle Druggist Company. The molded 
closure helps, too. Package by courtesy of 
Anchor Cap and Closure Corporation. 


5. Hauloch Chemical Company uses this oval 
bottle with a black and silver foil label and 
molded cap for its Sunkool lotion. Bottle by 
Owens-Illinois Glass Company; closure by 
Anchor Cap and Closure Corporation. 


6. Weingarten’s Old Plantation Mayonnaise 
and Sandwich Spread use attractive Capstan 
jars. Canadian Vinegars, Ltd., in its package 
ensemble also attains distinction. All three 
packages are supplied with Amerseal closures. 
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7, Wilson & Company uses red and white 
Anchor caps on its vacuum packed dried beef 
containers, while Salad Products Corporation 
completes its Lettuce Leaf Mayonnaise package 
with an Amerseal closure. The “lettuce leaf” 
label is unusual and effective. 


8. In rectangular bottles which are Cellophane- 
covered and are topped with molded closures, 
these packages for Murphy’s Gold-Flo and 
Silver-Flo Shampoo make an attractive family 
group. Packages by courtesy of Anchor Cap 
and Closure Corporation. 


9, Transparent labels with simple lettering in 
gold, austere bottles and ivory Armstrong 
Artmold caps of classic design, give these 
Bonne Bell packages a quality look. 


10. The E. Burnham Products Company ob- 
tains family resemblance for its products 
through similarity in label design, although uses 
various shapes in bottles and different finishes 
in molded closures. Packages by courtesy of 
Anchor Cap and Closure Corp. 


11. Walter Straub, president of the W. F. 
Straub Laboratories, Inc., conceived this idea 
for a honey package. The illusion of the 
honey-comb, as exemplified in the jar, is fur- 
ther created by the use of the cut-away carton 
which carries the brand label. Owens-Illinois 


Glass Company designed and made the jar. 
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NEW MOLDED 


PLAMIIC PACKAGES 


1. With ridges that enhance the design and add to 
convenience, these molded lipstick cases, in several 
colors, attract immediate attention. Molded of Plas- 
kon by Associated Attleboro Industries for use as 
a stock item. 


2. Mercury for dental and medical purposes is now 
packaged by the L. D. Caulk Company in a glass 
bottle with a molded shaker type closure for con- 
venient use. Photo by courtesy of Bakelite Corp. 
e 

3. An attractive accessory on any lady's dressing 
table is the manicure set box molded of black 
Bakelite for the Cutex Corperation by the Water- 
bury Button Company. Photo by courtesy of Bake- 
lite Corporation. 


4. Frederick B. Stearns & Company recently intro- 
duced these modernistic shaving soap containers 
molded by the Reynolds Spring Company. The 
bases are of Plaskon in various colors and the covers 
are of black Bakelite. 

a 


5. Merck & Company, Inc. has improved its chemi- 
cal package, simplifying label and using Durez screw 
cap molded by Colt which incorporates the trade 
mark. Photo by courtesy of General Plastics, Inc. 


6. Compactly designed, the ‘Debutante’ razor is 
packaged in a mottled brown Bakelite molded box. 
The razor handle is of the same material. Photo 
by courtesy of Bakelite Corporation. 
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S part of a constructive plan offered 
to its dealers as a means of building 
substantial sales for paint brushes, 
the Devoe & Reynolds Company is 
making use of new counter displays which in- 
corporate several outstanding features. 

To begin with, the displays are convenient 
for the dealer, permitting him to place the mer- 
chandise where it may be observed and selected 
by the customer without requiring the time of 
the sales clerk. The displays are already as- 
sembled, with the brushes contained therein, 
when they reach the dealer. It is necessary 
only to lift the cover, which is die cut, and 
fold it back on the scored line in the center, 
thus forming the main display panel. The 
tuck-in sides of the cover are forced out and 
so provide additional display space without 
taking up any more room on the counter. 

The brushes are so arranged in the container 
as to permit them being seen from practically 
every angle, and various assortments and sizes 
may be shown in the different displays offered. 

Lithographed in appropriate colors, the illus- 
trations convey to the prospective buyer the 
purpose of the brushes—for the home, garage, 
fences and other uses—so that even though an 
immediate purchase is not contemplated the 
suggestion is effectively implanted in the mind 
of the shopper. Further than that, the display 
not only aids in selling brushes but also stimu- 
lates the purchase of paint, for, obviously, 
when the attention of the buyer is attracted to 
the brushes, he naturally thinks of his need 
for paint. So that a double selling job is per- 
formed. The color illustrations are faithful 
reproductions of actual conditions that may 
need attention around the home. 

According to A. H. Mohrhusen, manager 
of brush sales for the company, the plan, of 
which these displays are a part, includes jig- 
saw puzzles and dealer circulars for distribu- 
tion among customers, new window displays 
and other publicity material. Further than 
that, an educational film which portrays the 
making of the brushes, together with details 
on the sales plans of the company, is available 
for showing before retail sales organization. 
The plan is an excellent example of a care- 
fully thought out merchandising program—one 
which includes the sensible use of attractive 
and well designed display containers. These 
displays were designed and made by Brooks & 
Porter, Incorporated. 
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CONSIDER ‘THE 





N considering European package designs, we 

are inclined to think primarily of the ex- 
cs ‘7>ouisite creations of the French perfume and 

cosmetic industry — precious, smart things 
made to please the more sophisticated women of 
America and the world over. However, in what we 
may term the “package glorification” of the low-priced 
every-day product for mass consumption, Germany has 
long since been the most advanced country on the con- 
tinent. 

Germany like France has an old culture and tradi- 
tion but, at the same time, is more open to the modern 
spirit and, in spite of all the hardship and suffering the 
German people have had to go through and still have 
to endure, the deep-rooted urge for beauty which ex- 
presses itself in all forms of public life, especially in 
architecture and the arts, still prevails. The German 
merchant realized long ago that it does not suffice to 
satisfy alone the practical needs of his consuming pub- 
lic but that his goods, if he wants to sell them, must 
also appeal to the consumers’ taste. 

The German housewife, for instance, prefers a prod- 
uct presented in a neat, appetizing and artistic way 
to one of equal quality but inferior appearance. And 


there is no reason why this fact should not apply uni- 











German chocolate and 


cercy packs 
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GERMAN 





Packages of the 
Bahlsen Cakesfab- 
rik, Hannover, de- 
signed by Martel 
Schwichienberg, 


Photo by courtesy of 
George Switzer 





PACKAGE 


versally. Frequently one hears the objection that in this 
country people have not been educated up to this point. 
This is, I believe, not the case. In fact, the public is 
only too willing to accept modern art in everyday life 
if it is honestly presented and not freakish such as was 
the so-called modernistic movement of a few years ago. 
In Germany, manufacturers consider it their cultural 
mission to patronize the arts, and work educationally 
on public taste. But thev are also practical and if art 
can be used advantageously to stimulate sales so much 
the better. So that the value of good package design 
is not a new discovery in Germany. Let us review a 
few packages of the industries which are the chief sup- 
pliers for the daily needs of the masses—bakery goods, 
beverages, sweets, chemicals and similar products. 
Perhaps leading and revolutionizing, were the pack- 
ages of the German biscuit makers. The Bahlsen 


Cakesfabrik in Hannover, manufacturer of the famous 
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Packages and wrappers 

for the German Labor- 

Union Manufacturing 

and Purchasing Associa- 
tion 


Photo by courtesy of 
Lucien Bernhard 
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“Leibniz Cakes,” has since the turn of the century em- 
ployed the best available talent to design its packages, 
and the great popularity which these products enjoy 
is due not only to the quality but to the same extent 
to their artistic wrappings. In fact, once introduced 
these products continue selling without the ballyhoo of 
an extensive advertising campaign. The great success 
of the Bahlsen packages stimulated the competition not 
only in Germany to make similar efforts but influenced 
this field even in England, Belgium and elsewhere. 

A relative branch, where manufacturers have been 
obliged to dress up the products attractively, are the con- 
fectioners. Chocolate and candy boxes are usually given 
as gifts and the problem of packaging affords particu- 
lar care. Sarotti, Felsche, Hildebrand, Stollwerk and 
Frankonia, to name only a few firms, assured them- 
selves of the service of such reputable artists as Hohl- 
wein, Bernhard, Margold and Gipkens 





names which 




































lend their products not only distinction but prestige as 


well. 

The boom of package designing commenced in Ger- 
many before the war. Since then a new generation of 
younger artists has sprung up, following, more or less, 
the paths of those early pioneers most of whom had 
won previous fame as poster artists—a point not with- 
out significance in its effect on the trend of German 
package design. The so-called package engineer does 
There are fewer trick pack- 
ages for the mechanical construction is usually con- 
sidered secondary to the artistic appearance. 

Perhaps the best known German packages in this 
country are the wrappings on tins for the world famous 
Nuernberger Lebkuchen (gingerbread). The boxes are 
adorned with scenes of this picturesque medieval town. 
The somewhat rustic style, gay colors, and the homely 


not exist in Germany. 


humor employed are well suited for these packages 
which are frequently used to decorate the Christmas 
tree. 

Unquestionably, marked improvement in package de- 
sign has been made during the last few years in the 
United States but there is hardly a concern to be found 
which has brought its packages to the uniform high 
standard of the German G. E. G. (German Labor- 





Tin cans and wrappings for 
the famous Nuernberger Leb- 
kuchen (gingerbread ) 
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Bottles for “Pixavon” hair tonic and 
“Odol” mouthwash 


Jar and container for cold cream, Par- 


fumer Scherk, Berlin 


Union Manufacturing and Purchasing Association), a 





huge organization of grocery stores in Hamburg. 








































Lucien Bernhard, who now resides in New York, was 
commissioned to design the entire line of packages, 
posters, labels, etc.—a tremendous task which he solved 
with remarkable skill and good taste. The whole group 
has a distinct family resemblance, incorporating the 
company’s trade mark and the use of a uniform style 
of lettering, although each package retains its individu- 
ality through the selection of appropriate colors and 
design. 

Another field which could be much improved in this 
country are labels for beverage bottles. With beer and 
wine again in use there is a real opportunity for the 
designer. In the past the lithographers did the design- 
ing themselves and there was no money left to employ 
a good designer. However, in Germany artists of the 
importance of Professor Hadank and Pretorius did not 
feel it below their dignity to lift those seemingly trifles 
to a higher artistic level. And, in passing, a word may 
be said about cigar boxes and cigarette packs. The old 
familiar cigar box usually overstuffed with gold medals 
and dressed up with exotic ladies has practically sunk 
into oblivion in Germany, and cigarette packages are 
found nowhere so artistic and beautiful. 

Scores of packages have been designed for the huge 
chemical and pharmaceutical industry in Germany. As 
an example: A first class novelty hit was the bottle for 
the Odol mouth wash which, through its original shape 
and hygienic. appearance, made this product famous all 
over the world. Brought on the market, already as far 





back as forty years, it is still modern in the best sense 
and selling strong. Another bottle which was success- a 
ful, mainly on account of its functional design, is the 
bottle for Pixavon Hair Tonic. 
Of the more recent German (Continued on page 80) 7 
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A-line of packs for “Tai-Tat” soap and powder, 
Parfumer Mouson & Co., Frankfurt 
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O choose or not to choose; that is the question 

which confronts the manufacturer of merchan- 

- dise who must, through his retailers, place his 

wares before the public in such a way as to de- 

mand recognition. And in this day, when goods are 

displayed with the intent of attracting the attention of 

the purchaser at every angle, on counters and shelves 

and in store windows, amid competitive and non-com- 

petitive goods, who shall say which type of display or 
package will prove to be the most acceptable? 

One authority may say that color will do the trick; 
another will point out that simple design is the essen- 
tial, while still others urge that uses of product should 
be demonstrated or expressed by the display or package. 
So on to endless opinions. And, generally speaking, 
each suggestion will have merit and be adaptable to a 
given set of conditions. 

It is generally agreed, however, that among the 
underlying principles to be incorporated, if a package 
or display is to be successful, must be included the 
urge for the selection of the product. This is especially 
true when the product is placed in open display and is 
such that it can, of itself, attract attention. In such 
cases the package or display functions in a secondary 
manner—that of furnishing a frame or background for 


the product—and through such an arrangement the 
buyer is enabled to see and select the actual merchan- 
dise he purchases. 

The Pioneer Suspender Company of Philadelphia has 
long enjoyed a reputation of quality for its products 
and been outstanding in its use of original and success- 
ful packages and displays. This year in featuring 
Pioneer Streamline Braces and Swagger Belts the com- 
pany has adopted the two interesting displays shown in 
the accompanying illustration, both of which exemplify 
the idea expressed in the foregoing paragraph. 

The individual Streamline packages embody a simple 

and expressive design, printed in black on gold Artcote 
stock, and are displayed in a red box with a fold-over 
black top that forms the display easel. The Swagger 
Belts are individually placed in trays, end-covered, of 
black with white edgings. 
Gold foil labels at either 
end of the trays carry 
the product designation 
and the belt size. The 
display consists of an 
Artcote gold-covered box 
with a black fold-over 
hinged cover. 
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WE OPEN A NEW LEDGER 


7 ITH this issue MopERN PACKAGING com- 
mences a new volume—a new record of events 

which promise to be of vast importance in the history 
of merchandising. At no time during the past few 
years, when practically every other industry has been 
sorely tried to maintain its economic equilibrium, has 
packaging been forced to curtail appreciably its progress. 
While it is true, of course, that certain of the suppliers 
of materials and equipment have suffered through re- 
trenchment on the part of package users, there has been 
little, if any, retardation in the development of new 
ideas and methods in packaging. The packaging in- 
dustry has managed to keep a step ahead of its required 
service. And now, with business on what seems to 
be a definite upturn, there is, in prospect, an even 
greater opportunity for the advance- 

ment of package ways and means. 
The reason for this is that pack- 
aging has proven its right to exist; 

it has won acceptance as a means of 

creating sales in good times and 

bad and has been able to do so at a cost relatively low 
when compared with other efforts that seek to stimulate 
the purchasing of goods. Packaging has, in effect, an 
inside track in the race of merchandise distribution. 
Furthermore, it has the means, from the standpoint of 
ingenuity and economic preference, to hold that place. 

With such groundwork firmly established, and having 
available the mature experience of both suppliers and 
users of packages, the manufacturer of a new product 
can, if he will, assume a position which places him on 
a more equal footing for the disposal of his goods than 
has been possible previously. 

Nor this opportunity confined to the maker of a new 
product. ‘Among the best evidences of the effective- 
ness of packages are those examples of redesign as ap- 
plied to the containers and dress of established products. 
It is significant, too, that during the last three years a 
relatively higher proportion of redesigned packages 
have made their appearance on the market than is to be 
noted during any previous period. 

Trite though it may be, the slogan “Do it now,” as 
applied to the adoption of a new package or the re- 
design of the old, holds particular import for the manu- 
facturer who would establish or maintain the market for 
his product. And in venturing such an admonition. 
MopberN PACKAGING does so with the steadfast belief 
that a new era for the package is beginning—a new 
ledger has been opened. 
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WHY KILL THE GOLDEN GOOSE? 


S we go to press we learn 

that the Agricultural Adjust- 
ment Administration is beginning to 
concentrate its energies toward the 
removal of the spread in prices of 
foods between “the time they leave 
the farm until they reach the din- 


ner pail.” By lowering excessive profits of the middle- 


man and by eliminating some of the marketing costs, 
the administration hopes for a big rise in the price to 
the farmer, without a corresponding rise in the price 
paid by the housewife. 

We note also in a recent speech made by Adminis- 
trator George N. Peek, that reference is made to the 
effect that “Such things as sliced bread, fancy wrap- 
pers and intricate delivery systems have taken their 
part of the consumer’s dollar, so that the farmer now 1s 
not getting his fair share.” 

We know little of the charges directed toward the 
middleman nor have we the inclination to discuss Is 
position as it relates to farmer and consumer. but 
“marketing costs” has a familiar sound, and the specific 
reference to “sliced bread, fancy wrappers” and even 
“intricate delivery systems” registers to the point where 
we are constrained to raise a note of protest. Not that 
we question the sincerity of the administration in en- 
deavoring to obtain a better break for the farmer. but 
the question is one which must also be viewed in the 
light of the consumer. 

Packaged goods have taken the place of bulk goods 
because of a demand for cleanliness and convenience. 
And packaged goods have simplified rather than elabo- 
rated upon delivery systems. Because foods have heen 
presented in an attractive manner, people have been 
willing to pay more, and it has been possible to move 
more produce and move it faster. So the slight ad- 
ditional cost required for packaging has been an eco- 
nomical expenditure and one which has not brought a 
protest from the consumer who, of course, has ulti- 
mately footed the bill. 

As we see it, the farmer wants a fair price, and is 
entitled to it. But if the manufacturer or distributor of 
the farmer’s product is keen enough to add to the 
product that which creates a greater demand for it, is he 
to be penalized? We are inclined to believe that there 
will be some hesitancy to kill the goose that lays a 
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golden egg. 
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HERE AND THERE 


The Packaging Machinery Manufacturers In- 
stitute, Inc. was completely organized at a meeting 
of the packaging machinery industry in Buffalo on 
Monday, Aug. 21, at which about 75 per cent of the 
industry was represented. A code of fair competition 
was also prepared and approved unanimously and the 
institute was authorized to present the code to the 
National Recovery Administration. The meeting also 
gave the committee appointed by the board of directors 
of the institute full power to act for the industry. The 
committee which will present the code to the NRA is as 
follows: H. H. Leonard, chairman; Col, F. K. Knowl- 
ton and Roger 
L. Putnam. 

The 
and 
elected by the 


officers 


directors 


Institute are as 
follows: Presi- 
dent, H. H. 
Leonard ; vice- 
presidents, 
Roger L. Put- 
nam, fh. K 
Becker, R. T. 
Bacher, Charles 
L. Barr, 4G, 
Prescott Fuller, 
A. H. Hatch 
and C. E. Schaf- 
fer. Wi. f: 
Donald 
elected executive vice-president and treasurer. 

The committee of the packaging machinery manu- 


H. H. LEONARD 


was 


facturers, which has been in existence for about a 
year, had previously incorporated the institute in 
Delaware. Consequently, the industry was in a position 
to complete organization at the Buffalo meeting by 
adopting by-laws, electing directors and officers. The 
first annual meeting of the institute will be held in 


October on a date to be determined. 


Administrator Hugh S. Johnson has approved the 
application of the label manufacturing industry for a 
modification of the President’s Reemployment Agree- 
ment to permit the substitution in the agreement of 
the maximum hours provision of a code proposed for 
the industry. Under the modified agreement workers 
in the industry, exclusive of supervisors and emergency 
repair employees and others not engaged in non-pro- 
ductive work, shall not be employed for more than a 
maximum week of 40 hours, the maximum to be in- 
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PACKAGING INDUSTRY 


creased as may be necessary during seasonal peaks to 
not more than 44 hours but in no event to more than 
1,040 hours in 26 consecutive weeks. 


H. W. Du Moulin and L. D. Deverich are New 
York representatives of the Warner Brothers Com- 
pany of Bridgeport, Conn., with offices at 200 Madison 
Ave.; telephone, Ashland 4-1195. 


The design of the Shine-Stik display, shown on 
page 49 of the August issue was erroneously credited 
to the Grey Advertising Service. Actually, the design 
was created by Grant & Wadsworth & Casmir, Inc. 


The American Management Association has an- 
nounced the Fourth Packaging Exposition to be held 
at the Hotel Astor, New York City, March 13th to 
16th, inclusive, 1934. The exposition will be held con- 
currently with conferences and clinics on packaging, 
packing and shipping problems. 


Announcement has been made by the Fort Orange 
Paper Company, Castleton-on-Hudson, N. Y., of the 
seventy-fifth anniversary of its organization. To the 
officers, directors and staff of that company MopEerNn 
PACKAGING extends its heartiest congratulations and 
tenders its best wishes for the continued success of 
this old-established and highly respected concern. 


Container Corporation of America has acquired 
the Wabash Coating Mills. Wabash, Ind.. and will 
operate this company as the Wabash Coating Muills 
division of Container Corporation of America. The 
entire sales personnel has been taken over, and with 
other Container Corporation boxboard representatives, 
will handle the sale of Wabash products. For more 
than forty years, the Wabash Coating Mills have been 
outstanding producers of clay coated paperboards. 


Ralph A. Benedict, sales manager of the Milwaukee 
Lace Paper Company, reports that the requirements 
of the company’s California business have warranted 
the establishment of a new warehouse located in Los 
Angeles. Last year the company made a similar move 
by creating a large warehouse in New York City to 
serve the eastern territory. 

This new development takes care of the California 
district in an adequate manner for all requirements. 
The warehouse is located at 2431 East 14th St., Los 
Angeles, and complete stocks will be carried of the 
company’s entire line. 
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ERE is an old favorite in a really new . 


package—the Post Toasties cut-out car- 

tom. There is novelty appeal outside 
and taste-appeal within. Post Toasties’ appe- 
tizing flavor. enhanced by crispy freshness, 
retains its full value in every season. climate 
or locality. Sealed in an inner bag of Riegel's 
Waxed Glassine, moisture and humidity are 
definitely excluded. 
No other liner used in cereal packages tedey 
atfords the high degree of moisture protection 








found in waxed glassine. The special paper 
used in Post Toasties is one of a hundred and 
thirty packaging papers made in the Riegel 
Mills. Whatever your problem may be—visi- 
bility, protection or economy—you should find 
among them a paper to meet your need. 
Secure a copy of our packaging portfolio. It 
contains liberal samples and technical data of 
value to agency, designer or consumer. A brief 
line, or your card attached to this insert. will 
bring it promptly. 


RIEGEL PAPER CORPORATION 
342 MADISON AVENUE. NEW YORK 
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From a display of 87 carton designs for the new 
Hess Witch Hazel Cream carton, a design by Harry H. 
Farrell was selected as most attractive. During the 

period of consideration the de- 
signs were submitted to over 200 
women, 81 per cent selecting Mr. 
l‘arrell’s design as first choice. 
Mr. Farrell is well known as a 
carton designer and has designed 
some of the most popular cartons 
now in use. About a year ago he 
designed the new Italian Balm 
carton which won first in its class 
in the 1932 All-America Twelve 
Competition. Mr. Farrell also designed the Diana 
hosiery carton which lends itself to more attractive 
displays than any similar carton, The new Hess carton 
will be ready for the market about November Ist. 


As a result of the steady increase in demand for 
its various adhesives for use on transparent cellulose 
and other materials, the Union Paste Company, of 
Medford, Mass., has found it necessary to enlarge its 
Over 200 


new formulas have been developed in its laboratories 


factory and install additional equipment. 
for special sealing and bonding purposes for transparent 


The corrugated and solid fibre shipping container 
industry has been organized as the National Container 
Association, the membership of which consists of the 
members of fourteen regional associations and embraces 
nearly 90 per cent in number and production of the 
entire industry. 

The Board of Directors of the National Container 


Association is composed of 34 members, there being 
two from each regional association and six directors 
at large. The officers and committee as at present con- 
stituted are as follows: president and chairman of board 
of directors, Col. C. W. Gaylord; vice-president, Sam- 
uel Kipnis; business managers, Stevenson, Jordan & 
Harrison; executive committee, J. L. Barchard, J. B. 
Fenton, C. W. Gaylord, Irving Hill H. C. Krannert 
and F. J. Kress. 

The National Container Association will take over 
and carry forward the various activities of the here- 
tofore existing fibre container trade associations. This 
service will henceforth be conducted by National Con- 
tainer Association in the interest of the entire cor- 
rugated and solid fibre container industry. The asso- 
ciation will also serve as a contact medium between the 
container industry and the National Recovery Adminis- 
tration. Offices will be maintained at New York and 
Chicago; the accounting, statistical and traffic service 
being conducted from the Chicago office. 


Freydberg Bros. Inc., has received permission from 
the National Recovery Administration in Washington, 
to imprint Cello Ribbon with the blue eagle insignia. 
This ribbon will be available in various widths and may 
be had with the purchaser’s name printed thereon, in 
The sale of this 
ribbon will be limited to firms who have signed the 


addition to the blue eagle insignia. 


President’s agreement, and who are themselves 


authorized to use the emblem. 


How about that new package of yours this year? 
We still have a supply of extra entry blanks for the 
All-America Twelve. But they are going fast, and 


packages for the competition are arriving daily, too. 


Container Corporation Exhibits Packages at Fair 


(F particular interest to box buyers, the packaging 
“ exhibition of Container Corporation of America, 


located in the Foods Building at the Century of 
Progress, is attracting many visitors from widely vary- 
ing lines of business. 

Probably this is the first time at a general exhibi- 
tion of this kind that such a wide range of packages 
has been shown and 
the story of the manu- 
facture of a container 
has been told so com- 
pletely. Large murals 
graphically tell how 
rigid, cylinder-formed 
linerboard and the 
shipping container are 
produced. This ex- 
hibition includes fold- 
ing cartons and dis- 
play containers; set- 


up boxes; box-board 
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of many grades, finishes and colors, and corrugated 
and solid fibre shipping cases. Some of the special 
types of containers include a new development—a wood- 
cleater, solid fibre case for transportation of heavy prod- 
ucts known as “‘Fold-Pak.” 
The booth also includes the packing specialties 
offered by Pioneer Paper Stock Company, the packing 
materials division of 
Container Corporation. 
Among the packing 
specialties shown are 
“Wavewrap,” a cor- 
rugated medium for 
wrapping all manner 
of products ; and 
“Myracol,” paper ex- 
celsior in many colors 
and types. The at- 
tendance at this show- 
ing of products has 
been gratifying. 
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Evening in Paris cosmetic set, with ten-ply KIMPAK 
wrapped in tissue and placed at top of package to 
prevent movement and breakage. 


Illustration shows bottle of Sanford 

Writing Fluid ready to be wrapped 

in KIMPAK and placed in carton for 
mail shipment. 


Showing use of KIMPAK fo protect 

sample bottle of Aqua Velva demon- 

strating the mailing strengthafa 
National Metal Edge Box. 


KIMPAK protects mail samples 
against breakage. Illustration shows 
sample bottle of Pepsodent Antiseptic 
which was wrapped in KIMPAK and 
placed in package for mailing. 


k 
REG.U.S. PAT. OFF. & 


FOREIGN COUNTRIES 


CREPE WADDING 





Save time and money 





In packing 


Use KIMPAK Crepe Wadding. 
Makes your product look better 
—gives greater protection against 


breakage 


T IS the new idea in protective packing 
materials! Doing away with sawdust, lin- 
ters and low-grade packing materials — yet 
with surprising economies. 

Many hundreds of products are now pro- 
tected with KIMPAK, in addition to liquids and 
fragile articles; cosmetics, vanities, wood and 
metal products with fine finishes that deserve 
KIMPAK’S super care in transit. KIMPAK plays 
a part in the success of low cost merchan- 
dise, too. 

KIMPAK is especially valuable for packing 
liquids because it absorbs 16 times its weight 
in moisture and conforms to Postal regula- 
tions. It is amazingly low in cost and because 
of its bulk and lightness gives greater pro- 
tection. Customers are doubly pleased with 
its clean, soft appearance. 

It comes in rolls, sheets or pads, in various 
thicknesses — plain or backed with Kraft 
(smooth, creped or waxed), jute liner, or tissue, 
according to your requirements. Mail coupon 
for more details. 


KIMBERLY-CLARK CORP., Manufacturers, Neenah, Wis. 
Address nearest sales offices at 

8 S. Michigan Ave., Chicago 122 E.42nd St., New York City 

510 W. Sixth St., Los Angeles, Calif. MP-9 


OE PFO CE 16. 0ss..secssesuderaseosssecensasecesaqeeosssntqsoeessssencstcnsdoceensesceesenees 
Send samples and prices. 
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{—Gimbels is placing a new line, “Picardy,” of hand edged station- 
ery on the market for the Christmas trade. Covering papers for the 
boxes are embossed, spattered and come in red, blue and green, being 
made by the United Manufacturing Company. 

2—An appropriate display which features consolation prizes is used 
by Hutmacher Braiding Company. Each prize—two pair of shoe 
laces—is packaged in a green and silver box which carries a suitable 
verse on the cover. Boxes, labels and display by Dennison Manufac- 
turing Company. 

3—Two new numbers by Thine Products, Inc.—Facial Cream 
Tonique in an opal jar with blue cap and label and the Thine Appli- 
cator, included in a printed Cellophane bag. Jars by Hazel-Atlas, 
caps by National Seal and labels by Foxon. 

4—Airator and Absoder, products of the Federal Engineering Com- 
pany, for preventing ice box odors, make their appearance in foil- 
covered fibre cans. Both were designed by Grant, Wadsworth & 
Casmir. Foil and printing supplied by Reynolds Metals Company; 
cans by both Cleveland Container and Sefton National. 

5—The two handkerchief boxes are covered, respectively, with silver 
“Skytogen” embossed and gold “Celestial” pattern, Artcote papers 
and are made by Specialty Paper Box Company. The jewelry boxes, 
made by Capitol Jewelry Case Company, use Artcote hammered 
gold paper. 
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ny; our F-9 Flexible Wrapping Machine be- i 
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ver merchandising advantages which this ex- 

ers tremely versatile machine offers. 

es, If your products are put up in various 

red sized packages, you may find it advisable 






to wrap some or all of them on this ad- 
justable machine, instead of operating a 
separate machine for each size. ; 

In plants where the volume on any one size is not large enough to justify 
machine wrapping, an adjustable machine may be installed to wrap all the 
various sized packages—thus obtaining the economies of machine production. 

With the Flexible F-9 in your plant you can quickly and easily add new sizes 
to your line—either permanently or temporarily, to meet competitive conditions. 

The F-9 offers all these advantages in the highest degree, because it accommo- 
dates the widest possible range of sizes. Handles Cellophane, glassine, waxed 
paper, printed paper wrappers, etc. If printed Cellophane is used, the machine is 
equipped with an electric eye which registers the printed design on the package. 


Write for complete information. 


PACKAGE MACHINERY COMPANY, SPRINGFIELD, MASSACHUSETTS 
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Peterborough, England: Baker-Perkins, Ltd. 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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MACHINERY-SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


NEW MACHINE THAT BOTH 
SLICES AND WRAPS BREAD 


? READ is sold on an extremely narrow margin— 
Cc especially as flour advances—and bakers have to 
watch their costs, down to small decimals of a cent 
per loaf. 

Until recently they had to use one machine for 
slicing, and a second for wrapping the sliced loaf. Now 
comes the Littlefield Super-Speed Built-In Slicer and 
Wrapper, Model No. 102, built by the Battle Creek 
Wrapping Machine Company, Battle Creek, Mich. 
This is essentially a bread wrapping machine with a 
slicing attachment which can be turned off or on, at 
will. In other words, the operator can complete a run 
of wrapping solid loaves, then turn a lever which throws 
the slicer into operation, for the next batch, the sliced 
loaves being wrapped at the same high speed as the 
whole loaves. Speed, by the way, is one of the major 
claims for this machine whether wrapping sliced or 
solid loaves. Either waxed or transparent cellulose 
wrappers can be used. 


What is known as the *Weld-Tight Conveyor Sealer” 
is part of the machine, the sealing of the overlapped 
edges of the wrappers at both ends and across the bot- 
tom of every loaf being done by accurately-controlled 
heat. The conveyor carries the bread through the seal- 
ing operation into the cooling system. Water cooling 
is provided for summer sealing, and a clever interior 
lighting system facilitates speed of operation. All 
operations are synchronized to the split second. Its 
maker expresses pride in the perfection of a machine 
which is spoken of as a “mechanical marvel.” 
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NEW HEAT SEAL CRIMPER 


; NEW heat seal crimper, capabie, it is claimed, 
— "of sealing transparent cellulose or waxed paper 
bags at the minimum rate of 30 per minute, has just 
been announced by Valdor Sales, Inc., 330 Freling- 
huysen Ave., Newark, N. J. This new Schlemmer 
crimper is a bench model and occupies a space 12% in. 
x 11 in. and is 8 in. high. The machine is sturdily 
built and is supplied with an electric cord attachment 


for the heat sealing unit. 


In operation, the edges of the bag to be crimped are 
placed by the operator in the crimping device and the 
lever is pushed downward. An electric heating unit, 
together with the slight pressure, effects the seal and 
produces the crimp on the bag. It is claimed that the 
most effective results can be obtained through the use 
of self-sealing Cellophane or Sylphrap, although the 
device is also adaptable to the use of plain transparent 
cellulose. 

Besides being used for the sealing of bags, other ap- 
plications are suggested, such as the crimping of wrap- 
pings for powder puffs, greeting cards, etc., where more 
than one side may be sealed or a complete bag made 
by the crimping of four edges. 


FOR PREVENTING 
CLOSURE BOOTLEGGING 


NEW development in caps and bands for bottles 
and other containers, which makes these closures 
counterfeit-proof, has just been perfected by the Du 
Pont Cellophane Company. It has been made possible 
by an unusual process which permits stamping names, 
signatures, trademarks or other distinctive insignia on 
the caps and bands. The process, for which a patent 
has been applied, is the result of a long period of re- 
search work begun for the purpose of trying to pro- 
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ONE discordant note, whether in 

a symphony orajazzband spoils 
the enticing beauty of the music. So 
it is with harmony in color. Colors 
must blend together —they must fuse 
into a perfection of “eye appeal”. 
So long as you use colored litho- 
graphed containers why not let 
Heekin make them better? Heekin 
specialists not only make litho- 
graphed containers but grind and 
blend the rich, lasting colors that 
beautify them. One or a million, no 
difference in tints or hues. Every 
container is perfect. THE HEEKIN 
CAN CO., CINCINNATI, OHIO. 


WITH HARMONIZED coLors 
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duce a material which would make it impossible for 
counterfeiters to duplicate the caps and bands of bottles 
and other containers and which, it was believed, would 
protect the whiskey and wine trade, if the prohibition 
amendment is repealed. In addition, the new process 
will protect fine drugs and other products which have 
suffered in the past and are suffering now from the 
inroads of unscrupulous counterfeiters. 

Full protection to the container is assured by the 
new process, it is claimed, because the initials, signa- 
tures or other markings are not applied and cannot be 
applied to the finished cellulose cap as it is found on 
the market. The process is applied while the material 
is in process of manufacture and, in order to duplicate 
it, it would be necessary to build a cellulose cap manu- 
facturing plant. In addition, the method by which the 
markings are put on is not by printing, but by an 
involved process based on dyeing methods. The division 
of the Du Pont Cellophane Company handling Cel-O- 
Seal caps and bands will have charge of the new 


development. 


NEW SEALING DEVICE 
HAS WIDE APPLICATION 


UNIOUE type of seal, which not only em- 
ee ° : ° . “4° 
bodies the protective features of the familiar 


lead type of seal but in addition displays in color the 
name and trademark of the product, is manufactured 


by the Protecto-Seal Company, 1337 Main St., Buf- 
falo, N. Y., who have recently ac- 

quired the American rights from 

Stoffel & Sohn, the Swiss origi- 

nators of the patented process. 


The process of application for the 
Protecto-Seal is essentially simple. 
Within the slots of a metal cup is 
placed the cord or wire which is at- 
tached to the container or product. 
In the cup is pressed a disc of card- 


These illustrations show a few of 
the applications of Protecto-Seals 
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board. Cup and disc are then placed in special pliers 
which roll over the edges of the cup and seal the 
unit securely. The closing-pliers or press are obtain- 
able from the company both for hand and machine 
operation. 

Wire, thread or ribbon may be used instead of cord 
to attach the seal to the merchandise. The seals them- 
selves are available in four standard sizes and three 
“standard metals (steel, brass and aluminum). The 
cardboard discs may be printed in any number of 
colors and are varnished for weather protection. If 
embossing is preferred, these discs are supplied in 
plain cardboard or in lead. The Protecto-Seal can be 
applied directly to the product itself or to virtually 
any type of container or package. 

Since the Protecto-Seal cannot be removed without 
cutting the cord, its replacement is impossible. Thus 
when the seal is properly in place, distributors and 
consumers may be certain that the product has not been 
tampered with. This acts also as a check on returned 
merchandise, which had been sent out on approval. 
The same feature guards against substitution, imita- 
ion, dilution, and theft. 

Novelty is presented in the way the Protecto-Seal 
identifies its products. With the trademark displayed 
on the cardboard disc, many products can now be 
labelled and branded where it was heretofore imprac- 
tical or expensive. Different grades, styles or sizes 
of one line of products can be differentiated by using 
the Protecto-Seal with different markings. 

Manufacturers with foreign dis- 
tribution are probably already fa- 
miliar with Protecto-Seal under the 
name of “Stoffelplomben,” for it 
has been in wide use in Europe for 
several years by American and 

foreign distributors and manufac- 
turers. Up until the present time 
it has not been available in this 
country. 


used for mailing packages, can 
closures, bottles and bags 
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Fi You enjoy a decided advantage when you 


the refer your box and display work to an or- 
p | ganization whose manufacturing facilities 
= enable it to make practically any type of 
ime | fancy box or hand-made display . . . Only then does the designing of your box or display receive 
a the unprejudiced treatment it deserves . . . ARROW'S manufacturing facilities are the most ex- 
tensive in the Metropolitan Area . . . Its craftsmen are specialists in their various fields .. . Its crea- 
tive staff is skilled in selecting the materials and manufacturing processes best suited to your product 


j ... lt is for that reason that ARROW'S clientele includes so many of the leading organizations in 


can 


a so many different fields of manufacture . . . A representative will be glad to call. 


We work with 
A R R O W WOOD ... CARDBOARD . . . WOOD 
PULP ... METAL... GLASS 
MANUFACTURING CO., Inc. We use 
VELVET ...SATIN...LEATHER... 


15th & HUDSON STREETS, HOBOKEN, N. J. IMITATION LEATHER PAPER 
Telephone HOboken 3-8472 or REctor 2-1251 a 





as well as other types of distinctive cloths and 
fabrics. 
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A NEW AUTOMATIC SHEETER 


MONG the latest developments in automatic 
25 sheeting equipment is the machine announced by 


the [-verett Machine Company, New York, and shown 


in the accompanying illustration. It is stated that this 


sheeter will take rolls of given width, automatically 
convert them into sheets of desired length and _ stack 
them in a neat pile ready for the wrapping operations. 
The normal sheeting speed is about 1800 sheets per 
hour but, where desirable, an additional roll can be run 
through at the same time thereby doubling the output 
per hour. 

Most users of transparent cellulose are acquainted 
with the saving that is possible through the use of 
rolls as against the use of cut-to-size sheets—from 20 
to 35 per cent depending on the grade of material 
used. There seems to be the added advantage that 
freshly cut sheets are more easily handled by wrapping 
operators and, likewise, roll stock inventories are 


simpler to handle. 


GUARDS AGAINST COUNTERFEITING 


_ JERDINAND GUTMANN & CO., Brooklyn, 


._ 


N. Y., has perfected a unique seal which has 
met with considerable acceptance by the packaging in- 
dustry during the past year. This seal is a combina- 
| 


tion of the company’s C. T. screw cap and Type ] 


“Filma-Seal” (patented 1933) and adaptable for both 
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glass and tin containers. It is a complete guard against 
counterfeiting. The film must be torn off and de- 
stroyed before the contents of the package can be 
touched, and the inner seal cannot be replaced.  !t is 
stated by users that ‘Filma-Seal’’ is the tightest seal 
of its kind ever developed to prevent evaporation and 

leakage. The cap or film, or both, may be 
printed with a warning to the purchaser not 
to accept the package if the inner seal is broken 
or tampered with in any way, thus giving com- 
plete protection to the manufacturer and con- 
sumer. It is economical in cost and auto- 


matic in application. 


NEW POWDER FILLER 


S HOWN in the accompanying illustration 

—" isanew, special model powder filler, sup- 

plied to one of its customers by the F. J. 

Stokes Machine Co., of Philadelphia. This 
machine, the third of a series, each of the same basic 
designs furnished this customer, fills large face powder 
boxes of about 3 oz. capacity at the rate of 50 per 


minute. It is provided with an automatic “take-off” 


at conveyor height which discharges the containers 
smoothly so as to avoid spilling the contents. The fill 
is clean and no wiping is necessary. One operator 
only, for placing the empty containers, is required. 
At the customer’s request this model was provided 
with a dull nickel-plated finish. The hopper and dis- 
charge mechanism are of stainless steel. 
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Sylvania Industrial Corporation, 122 East 42nd 
St.. New York, has just issued an attractive and con- 
venient die-cut brochure which includes actual samples 
of Sylphrap. The various numbers shown include No. 
300 Sylphrap in the following colors and designs: Dark 
Blue, Light Blue, Red, Pink, Violet, Orchid, Dark 
Green, Light Green, Tango, Amber, Black, Linen Em- 
bossed, Silk Embossed and Plain White. Also No. 
450: Plain White; No. 600: Plain White; No. 300 
P.W. Moisture Proof (self sealing) and No. 450 P.W. 
Moisture Proof (self sealing). Offered in a pleasing 
variety Sylphrap is available for a wide range of uses 
and may be had in rolls and sheets. 


Lowe Paper Company, Ridgefield, N. J., makers of 
Ridgelo clay coated folding boxboard, has announced 
that all colors are now fast-to-light. The ‘Litefast” 
feature makes many new applications of this board 
practicable. Clay coating has always meant a smooth, 
clean surface and fine printing qualities. Now there is 
the added advantage of shade permanence for con- 
tainers, cartons or displays. Moreover the stock colors 
offered are excellent base shades on which to obtain 
attractive designs with the minimum number of im- 
pressions. In presenting these Litefast colors, new 
sample books have been prepared that are in themselves 
a unique departure from ordinary swatch folders. The 
various swatches are individually die-cut and drop into 
fixed positions to form a symmetrical fan that is un- 
usually convenient and colorful. 


Among the new catalogs recently received is an at- 
tractive 32-page booklet in two colors featuring the 
tube and powder filling equipment made by the F. J. 
Stokes Machine Company of Philadelphia. Other per- 
fumer’s equipment, including lipstick molds, compact 
presses, kettles, mixers, bottle washers, drying closets 
and water stills, is also described. 

The advisory laboratory service which this company 
is in a position to furnish its customers and prospects. 
is explained and special detailed description of the new 
machine for filling tubes and powders are presented. 
The new Stokes patented “Diamonlock” clipless closure 
for sealing collapsible tubes is one of the many inter- 
esting subjects discussed. A convincing collection of- 
installation views gives this catalog more than ordinary 
interest. 


The revised simplified practice recommendation 
R91-32, covering glass containers for preserves, jellies 
and apple butter, is now available in printed form, and 
copies can be obtained from the Superintendent of 
Documents, Government Printing Office, Washington. 
D. C., for 5 cents each, according to an announcement 
of the division of simplified practice of the Bureau of 
Standards. This simplified practice recommendation 
was originally formulated by the industry in 1928. 
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NRA urges action in place of delay. Now is the 
time to equip your plant with the most modern 
machines. Buy now better to handle the business 
upturn. 

During the past few years we have developed many 
new machines and improved others. These, includ- 
ing a complete line of Tube Fillers, Powder Fillers, 
Mixers, Bottle Washers, etc., are described fully in 
our new catalog, just published. The STOKES 
“Diamonlock” Clipless Closure (patented) is also 
fully explained. 

Write for your copy today—use coupon below. 
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PACKAGE IDENTIFICATION 
AND PROTECTION 


(Continued from page 36) 
codes which will make contact with packaging is the 
code of fair competition for the paperboard manufac- 
turing industry which was formulated by the National 
Paperboard Association. This code carries explicit as- 
surance that it is not desired to control price, to restrict 
or allocate volume. As a preventive of unreasonable 
price-cutting or price-demoralization there is proposed 
a tax of $5 per ton on individual operations in excess 
of the industry average. On the other hand, there is a 


group or intra-industrial 


stipulation (with appropriate means of enforcement) 


that no member of the industry shall sell its product 
for more than “‘a fair and reasonable price.” 

Various means for the stabilization of the trade in 
set-up paper boxes are provided in the code unanimous- 
ly adopted by the National Paper Box Manufacturers 
Association. <A cardinal principle is prescribed to the 
effect that to sell any product in this industry below 
cost, such cost being determined by an approved method 
of cost finding in accordance with regulations issued 
by the association, constitutes an unfair method of com- 
petition. Likewise taboo is the giving to any pur- 
chaser of paper boxes, any special or discriminatory 
prices, terms, privileges, or any rebate or allowances 
contrary to the agreed terms and conditions of the in- 
dustry, as applicable to all purchasers alike. 

Commercial bribery is black-listed in the box code, 
as it is in most of the sets of rules which will hence- 
forth prescribe the ethics of marketing in the package 
field. The securing or attempting to secure orders or 
business by the giving or the offering of gifts, whether 
money or anything of value, to customers or their em- 
ployees is formally frowned upon. Misdescription or 
misrepresentation of products is set down asa sin. De- 
nounced no less flatly as an unfair method of competi- 
tion is “dumping”—the same being defined as the sale 
of paper boxes in territories other than the seller’s 
normal marketing area at a lower price than that at 
which the seller sells the same paper boxes in his normal 
marketing area. 

Package protection is, for the first time in the his- 
tory of the self-government of trade, here reduced to 
set terms. The explicit specifications framed by the 
National Paper Box Manufacturers Association are in- 
deed, in sharp contrast to the corresponding declara- 
tions against “style piracy” in general which are em- 
bodied in the codes of certain sections of the textile 
and apparel trades. Furthermore, the paper box code 
grapples with the notoriously thorny question of the 
duration of the protection merited by an original pack- 
age form which is not patented, perhaps is not pat- 
entable. 

Right of package priority or design discovery has 
vindication in the paper box code as follows: “The re- 
production or copying without the written consent of 
the originator of an original package, the same having 
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been filed with the principal office of the association, 
shall constitute an unfair method of competition.” 
Then, proceeding to the delicate equation of duration- 
of-monopoly, the code decrees: “Protection of such 
origination shall be limited to one year from the date 
of the first sale of said origination.” 

The effect of this innovation by the paper box manu- 
facturers will be to initiate in the package-supply field 
a systematic arrangement, long desired by many parties 
at interest, whereby effective “searches” for originality 
may be conducted in advance of the adoption or pro- 
duction of a package design. The primary purpose 
of the “library” of filed packages, on deposit at the 
principal office of the association will be to afford 
authoritative record of the creation of the respective 
designs. To officially attest the claim of a pioneer. But, 
at the same time, the assemblage of preempted designs 
on display will enable any package planner to ascertain 
pretty conclusively what ideas have already been re- 
served and what inspirations he is yet free to indulge 
and segregate as his own. The private registration 
bureau for designs is already a recognized and valuable 
institution in several trade lines. Notably, for example, 
in the silk industry. In the belief of many persons, 
the association-conducted design registry is destined to 
serve, in the packaging field, a notably useful and prac- 
tical function in preventing package confusion, 


OR many members of the packaging community 

not the least interesting consequences of the 
NRA program, as it has thus far unfolded, may be 
found in the plot to henceforth regulate “package al- 
lowances.”” Spirited controversy has, from time im- 
memorial, raged around the practice, on the part of 
packers and canners, of making allowances to pur- 
chasers who provide their own labels, containers or 
shipping cases. It has been charged that this practice 
was capable of being used to cover concessions that 
amount to preferential discounts or secret rebates. Also 
this elastic allowance system was suspected of having 
influence upon the growth of the practice of packaging 
under private brand. 

Now comes the corrective clause in the code of the 
National Canners Association. This ritual declares 
that where a definite allowance has not been established 
on a particular commodity, there may be granted to 
buyers who provide their own labels, boxes, shipping 
cases, etc., an allowance of “not more than the actual 
saving to the canner.” It is further prescribed that no 
allowance shall be made for the cost of applying labels. 

National Preservers Association has approached the 
same general proposition from another angle. Under 
its code, “To make any label allowance on products 
packed for private label” is an act of unfair competi- 
tion and therefore specifically prohibited. The code 
of the evaporated milk packers lays down corresponding 
rules for the control of self-supplied packages and pack- 
age “dress.” With the further stipulation that no label 
allowance shall be made on “‘confectioner size.” 
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On the reverse side of this sheet we show one of the many fas- 


cinating Birge patterns in the popular soft-color, pastel effects. 


These papers are particularly appropriate for boxes that require 


a covering of subdued richness to create the desired impression. 


Write for working sheets of this attractive paper,—also for sample 


swatches of other effective designs and color treatments. 
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Of moment to many interests concerned with pack- 
aging for display is a parallel movement in the field 
of food packaging. Just as there has been suspicion 
of what sometimes went on behind the allowances for 
“found” package supplies, so have there been hints that 
too much generosity has been shown in allowances for 
“package display.” So now comes the code pattern 
which strikes at the root of all possible evils or abuses 
by laying down an iron-clad trade practice rule against 
the purchase of window or shelf space. 


NE of the greatest gains, for the cause of better 
packaging, in the whole NRA movement is to be 
found in its persuasion for the lining up in close forma- 
tion of groups within the packaging industries which 
heretofore have been wholly unorganized or had no 
separate entity in organization. This advance in sec- 
tional consciousness within the packaging sphere is well 
illustrated by the auspicious inauguration of the Col- 
lapsible Tube Manufacturers Association, representa- 
tive of what is rapidly becoming one of the most im- 
portant and highly specialized branches of the pack- 
aging industry. Likewise, by the segregation of the 
group of label manufacturers whose particular inter- 
ests have, perhaps, never had adequate recognition in 
the general organizations of printers and lithographers. 
Just as the NRA has been the blessing in disguise 
that has knit into coherent and articulate families, 
groups within the packaging community that had no 
composite identity, so the New Deal has operated to 
quicken the impulses of organization in what might be 
termed the newer branches of the package industries. 
The conspicuous case in point is furnished in the plas- 
tics field where the Plastic Material Manufacturers 
Association is already a reality, with every prospect 
of ultimate affiliation with the molders’ group. In 
this last, by the by, lies evidence of an awakening con- 
sciousness to the powers of packaging that is both wel- 
come and promising. Up to this time, the plastic 
molders organization has been functioning as a sub- 
division of the National Electrical Manufacturers As- 
sociation. Gradually it has dawned upon the eight con- 
cerns in this alliance that inasmuch as only 20 per cent 
of the molded output goes into the electrical field, 
whereas a larger and more rapidly increasing propor- 
tion goes into packaging, it is high time that the whole 
body of upward of 80 custom molders set up their own 
independent organization (or affiliate of the Plastic 
Material Manufacturers Association). 


aT all the NRA-prodded moves in the packaging 
sphere perhaps the most significant is the evo- 
lution in the paper bag field. Significant, first, because 
the fulfillment of a long-felt want. Significant, sec- 
ondly, because so striking an exemplification of that in- 
tensive selective specialization which is essential if the 
packaging industries as a whole are to fulfill their 
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highest destiny. The set-up in the bag field is, further- 
more, a model. 

As a centralizing agency there is the Paper Lag 
Manufacturers Institute of the United States which has 
adopted a major code under the National Recovery Act. 
As wheels within this wheel, there are group organiza- 
tions mustering, respectively, the grocery bag manu- 
facturers, the coffee bag manufacturers, the glassine 
bag manufacturers and the manufacturers of shipping, 
garment and notion bags. Each of these groups has, 
under the NRA program, fashioned its own set of 
Trade Practice Rules supplementary to the major code 
above referred to. 

In framing its major code, the Paper Bag Manu- 
facturers Institute has shown a progressive spirit, sym- 
pathetic to the cause of package identification and pro- 
tection. Laying the foundations of the “honor system” 
which must, ultimately, be the chief guaranty against 
confusion of packages, this new major code declares 
that no bag manufacturer shall imitate the trade marks 
or the trade name of a competitor. This same spirit 
is carried forward and expanded in the group codes, 
For example, in the Trade Practice Rules for the cof- 
fee bag group (the most highly package-sensitive sub- 
division of the bag industry) there is the declaration, 
“No manufacturer shall duplicate without permission 
the standard stock designs (open designs) originated 
by competitors.” Subscribing to the principle of pack- 
age identification, the manufacturers of fancy, kraft, 
cellulose and foil or aluminum bags have committed 
themselves to the rule that a trade mark or other dis- 
tinguishing mark, to show by whom the bag was pro- 
duced, shall be placed by each manufacturer on each 
printed coffee bag on orders for 25M or more. 

Package integrity bids fair to be more consistently 
safeguarded under the NRA codes than has heretofore 
been possible under the most rigid supervision by trade 
associations, where there have, indeed, been organiza- 
tions to undertake the task. For one thing, substitu- 
tion of package materials has been outlawed as a viola- 
tion of code. In the bag trade a control committee 
has been set up which will pass upon all controversial 
questions concerning printed forms; for example, what 
constitutes “Front Only,” “Front and Back” and ‘“‘All- 
Over,’—as well as the dubious details of change of 
form or change of color in the package. Incidentally, 
it may be mentioned that the bag people have agreed 
that any refinement added, say, to a coffee bag, such 
as a closing device or special lining, shall be charged 
for at an overage at least equal to or more than the 
actual overage in manufacturing cost. 


Wf axy actions to NRA, which may not be im- 

mediately discernable, will ultimately exert 
considerable effect upon packaging practice. This is the 
situation, presumably, with respect to the standardiza- 
tion of containers—simplification projects that have 
hung fire for years in certain trade fields but which are 











2 Powerful 
Reasons 


Why You Should Use 


<i> 


CELLO-GLUES 


for Sealing Transparent 
Tissue Wrappings* 
on Your Holiday Packages 


MIKAH Cello-Glues are recom- 
mended by the manufacturers of 
Cellophane, Sylphrap, Protectoid, and 
other transparent tissues—and by leading 
sealing-machine manufacturers. 


To meet the demand for these Glues 

* we had to build a new plant, ex- 

clusively for their development and pro- 
duction! 


*Cellophane, Sylphrap, Protectoid, Kodapak, Transpara, Aquatone, etc. 
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NATIONAL 
ADHESIVES 


CORPORATION 


New York: 820 Greenwich St. Philadelphia: 1305 Germantown Ave. 
Chicago: 1940 Carroll Ave. San Francisco: 883 Bryant St. 


and other principal cities 


WORLD’S LARGEST PRODUCER OF ADHESIVES 


SOUTH ORANGE 








LUT 


EONTA 


CONSIDER 


their many 
advantages , 


These containers are made of a tough, 
resilient, exceptionally light material 
which is practically unbreakable, thus 
effecting many economies in handling, 
filling and shipping. 

Their lustrous beauty makes them par- 
ticularly effective for display purposes at 
the point of sale. 

Obtainable in many rich colors and 
pastel tints—opaque or transparent as 
well as the clear transparent. 


Samples of sizes and styles suitable for 
your product will gladly be sent on re- 
quest. 


LUSTEROID 
CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of 


The Sillcocks-Miller Company 


10 PARKER AVENUE, WEST 
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now being put over in the enthusiasm for control-by- 
code. A case in point is afforded by the standardiza- 
tion of mayonnaise and salad dressing containers. 
There is no occasion for criticism of any organiza- 
tion in the packaging field which, in its first draft cf a 
code, fails to include all the trade customs and prac- 
tices which seem to cry for regulation. All-encompass- 
ing codes are not expected at the go-off. Indeed, of- 
ficial Washington has indicated that it prefers the initial 
code of an industry to be as simple as possible. Ad- 
ditional codes or supplements may be added at any 
time. Changes as well as additions to codes are to be 
permitted. Nor will the door be closed to further 
break-downs of the mass organizations in the packaging 
field if it appears advantageous to have groups or sub- 
divisions split off from a parent stem and budget their 
trade practice responsibilities by means of independent 
codes or codes supplementary to major codes already 


in force. 


ART FOR SALES SAKE 


(Continued from page 41) that they can be used for 
counter and window display, if designed with this in 
mind. Every manufacturer is anxious to have dealers 
put his product out in front of the customer as often as 
possible. Naturally dealers cannot do this with every 
product and will select the things that look best. 

5. Economical Packing and Shipping. A container 
may have considerable character but be of such design 
as to be expensive to manufacture. A modern bottling 
machine can produce a bottle at low cost if it is de- 
signed for production by that machine. I have always 
found the manufacturers of bottles and cartons ex- 
tremely cooperative in devising ways and means of cut- 
ting down production expenses. 

It is unnecessary in these days to have a large per- 
centage of breakage. Packing, of course, should not 
dictate the design of the package, but one should always 
keep in mind packing costs when designing a new 
package. 

6. Does the Package Look Like Real Value for the 
Money? In these days, when buyers are stretching their 
pennies, it is well to be sure that the product shows off 
to best advantage and looks like a good buy for the 
money. By this I do not mean that we should be de- 
ceptive. (The old-fashioned extract bottles were mas- 
terpieces of deception, with the result that their sale 
was banned in some states.) You can fool a customer 
only once. For example, tinsel for Christmas trees was 
once sold in bags. When pressed together for ship- 
ping it became a heavy wad that had to be pulled apart. 
Last Christmas there appeared a new container with a 
large transparent cellulose window showing the tinsel 
neatly wound on a card. The new package looked 
four times as big as the old one and far more attractive. 
Not only did it appear to be greater value but it 
offered more possibilities from the standpoint of display. 
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CONSIDER THE GERMAN PACKAGE 


(Continued from page 60) packages worth mention- 
ing, the products of the perfumer Scherk in Berlin 
which rivals even the French packages in beauty. Par- 
ticularly well designed are also the packages for soap in 
Germany. Firms such as Kramp in Offenbach used to 
write out compositions to improve their packages and 
win novel ideals, but I do not intend to encourage this 
practice which, unless it is limited to a few invited 
artists who receive a compensation for their efforts, is 
unfair to them because the enormous amount of labor 
and energy wasted does not justify the results. 

In conclusion, I wish to point out that if I have 
stressed the inferiority of American packages in certain 
lines, it was my purpose to bring to the manufacturers’ 
and advertising managers’ attention certain things that 
may be remedied ; not to offend or criticize from a nar- 
row nationalistic point of view. It is well known that 
Germany has, to a large extent, taken over American 
production methods; in some cases even more eagerly 
than they could profitably absorb. However, there is a 
danger, I believe, if German package design is accepted 
in its entirety and copied. Mainly because conditions 
which influence the public’s acceptance of a package dif- 
fer, due to tradition and custom. Only by mutual un- 
derstanding and exchange of ideas can we profit from 
each other. There are still accomplishments in Ger- 
many worthwhile to be studied by American advertisers 
and I believe package designing is one of them. 


PACKAGES WITH ADAPTATIONS 
FOR MERCHANDISE DISPLAY 


(Continued from page 47) attempt has been made to 
cover up an inferior design by the use of color; some- 
thing which, in my opinion, can never be done. In 
some cases design is more important than color ; in all 
cases both should have equal consideration, and be 
handled with equal skill. 

“The package which is rightly planned and rightly 
executed, may, and generally should, strike the keynote 
of all publicity. Its motif, its style and its color scheme 
should govern, or at least provide an easily distinguish- 
able element of other packages, containers, boxes, etc., 
which the manufacturer may use, and of his posters, 
counter displays, window displays and newspaper and 
magazine advertising. This identifying note establishes 
a ‘family’ connection which the public will recognize, 
and which has a strong cumulative advertising value. 

“This, obviously, is another reason for packages of 
high artistic quality. Many a fine artist has been 
driven almost to desperation by fruitless attempts to 
introduce an impossible package into a drawing which 
otherwise would be an artistic triumph, and number- 
less advertisements have been ruined because their com- 
position was dominated by packages which could only 
be properly characterized by the word hideous!” 
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Reducing 
shipping charges 


with Hycolord 


containers 


1. Beeause Hyeoloid weighs only 
one-fifth as much as glass. 


a Beeause Hyecoloid will not break 
no matter how roughly it is handled. 


3. Beeause not as much wrapping 
is needed on Hyeoloid. 


Apart from these very economical features, 
Hyeoloid containers are decidedly attractive. 
They are sturdy yet delicate-looking, with a 
crystal-clear transparency. Hycoloid tubes, jars 
and vials are supplied in ten different colors. 
and a permanent label can be processed on in 
as many as four colors. If you will send us a 
sample of your product, we shall be glad to 
give you suggestions and quotations. 


Hygienic Tube & Container Co. 
46 Avenue L Newark, N. J. 


in tubes, jars and vials 








Revolving nut 
rack 12%” high. 
Long prongs hold 
several bags on 
each arm. 


This slangy phrase sums up exactly what a distributor of 
packaged nuts would like to shout to customers at the 
point of sale. And that's exactly what the Union Steel 
Display Rack shown does—It emphasizes 5c and 10c 
sellers on the change counter over everything else in the 
store. Candy manufacturers can profit by the same dis- 
play-selling method to 

boost sales—or for 

that matter hundreds 

of other manufacturers 

and distributors. Let 

us send you a bulletin 

illustrating many styles 

of racks. Write us for 

suggestions. 


Union Steel Products Co. 


521 Berrien St., 
Albion, Michigan 


Present Your Products 


ORCL) 


at the Point of Sale display as many varieties, card- 
board sign holder above. 


Collapsible Wire 
U \ { 0 N DISPLAY RACKS 
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Presentation title of 
film A Nose for 
News.” This ‘Nose 
is continually search- 
ng for the aroma 
coming from a good 
cup of coffee 


Mrs. Housewife 
answers her hus- 
band’s questions 
about what makes 
this new coffee so 
good by relating ner 
buying experience 


The grocer tel 
nousewite of 
many advantages 
the latest develop 
ment n 
packages 

packed 


And this, says the 

grocer, ‘is the kn fe 

opening cap An 

easy twist and the 

tightest vacuum seal 
s broken 


View of the Alton 
Factory of Owens 
Illinois—the largest 
glass container fac- 
tory in the world! 
And it is here that 


the jars are made 


Owens-Illinois Glass 
Block Buildin | 
where over 50,000 
people per day art 
attracted. It is here 
that the sound 
movie A Nose tor 
News is exhibited 


View of the crowds 
seeing an actual 
demonstration of 
the vacuum packing 
of coffee in glass 


There are already 

40 some roasters 

packed in glass. 
Here are three 


A NOSE FOR NEWS 


U(xver this intriguing but rather misleading title, 

the Owens-Illinois Glass Company is sponsoring 
sound movies as a medium for the introduction of a 
package. The idea met with immediate acceptance and 
the original and its reproductions are being acclaimed 
everywhere as wonderful sales and merchandising ad- 
juncts. The story is that of the vacuum glass jar for 
coffee, and includes an account of the fabrication of 
that type of container, the method of handling by 
roasters, and the unusual merchandising possibilities 
offered through its use. 

From an airplane, panoramic views are shown of the 
exterior of the world’s largest bottle and jar making 
plant. The rows of huge stacks, tremendous furnace 
and machine buildings, together with the packing and 
storage warehouses, make a picture not soon forgotten. 

Inside, Nature’s elements—sand, soda ash and lime— 
are brought together, and under the influence of wither- 
ing heat, become glass. This incomparable  sub- 
stance, exposed to the unerrying eye of the camera, 
takes form and becomes the last word in a modern 
coffee package. The spectator, possibly for the first 
time, is privileged to see the automatic bottle blowing 
machine as each of its many “heads” dip into the firey 
maw of the furnace and extract accurately measured 
“gobs” of molten glass; observes also the finishing or 
forming mold as it closes to blow and opens to re- 
lease, and sees the methods of annealing (tempering) 
and inspection. 

From here the observer is taken to “A Century of 
Progress” and introduced to the Owens-Illinois Glass 
Block Building. Within it, thousands of people are 
being shown the method of coffee vacuumizing and, 
through spoken word and colorful literature, the virtues 
of vacuumized coffee in glass are explained. Here 
also is a talking picture which graphically portrays 
the practical and sales advantages of this unique pack- 
age. A housewife, answering her husband’s inquiry 
as to the source of the delectable coffee which she 
serves him, is transported to the grocery from which 
it was purchased. There all the many advantages of 
the glass package are told, including its definite re- 
use value. 

The resulting impression is the conviction that 
glass vacuum packed coffee is fresher—stays fresher— 
that the glass package with its new “knife-opening” 
cap is more practical. It can be hermetically resealed 
until the contents are disposed of and has substantial 
plus value in reuse. 

So far as can be learned this is the first time that 
sound pictures have been used to extol the virtues of a 
package, and the reaction is said to have been most 
gratifying. 
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- | am a new member of the Thinc family and my name is 
: Facial Cleanser Tonique. | am a revelation in cleansing 
e- creams. | am beautifully packaged in a molded container of 
r) ; ‘ P 

turquoise blue, with a cap of French ivory. 
f 
rr} 
1 Molded by Tech-Art Plastics Company, who are noted for 
3 their splendid work in this field. | suggest you get in touch 
a with them if you are seeking increased sales. 
. 
‘ Resinox 600 was chosen as the ideal material from which to mold 

Thinc Hand Creme jars because of its beauty, durability, lack of 





odor, and water resistance. 






Tecu-Art PLastics COMPANY 


Successors to Boonton Rubber Mfg. Co. 
BOONTON, NEW JERSEY 
New York Sales Office: —369 Lexington Ave. 
CAledonia 5-1840 







Trade Mark Reg. 
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Combining the notes of simplicity, smartness, 
trimness and economy to express a new tone in 
garters, Everett & Barron Company of Provi- 
dence, launches its B-Flat invisible garter in the 
miniature hat box shown. This was designed 
by Industrial Design, Inc., and made by the 
Hope Paper Box Company. 


Two special packages—one characteristically 
expressive of Christmas, and the other sym- 
bolizing the Century of Progress—have been 
designed recently by Henry Dreyfuss for the 
Western Clock Company. Both very smart, and 
quite in keeping with the purposes intended. 


Lusteroid containers, each with an aluminum 
screw cap closure that serves as a base or stand 
for the product, which is in stick form, are used 
by G. & W. Laboratories, Inc., Jersey City, N. J., 
for cocoa butter. These vials are offered in vari- 
ous colors: white, blue, green and pink. 
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Joseph Costa Company, Atlanta, Ga., 
has obtained excellent production and 
sales results through the use of its ‘Peel 
Off” package for frozen custard. It is 
good to look at and easy to eat from. 
This carton is made by the Richardson- 
Taylor-Globe Corporation. 
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THE MEMORY OF 
A CAESAR 


By Ad. Hesive 


Ad says: “Rome was not built in a day, but 
the greater part burned in a night.” It 
requires years of earnest effort to build a 
good reputation for quality in products, 
excellence in service, and integrity in 
transactions. This reputation can be un- 
dermined in a day or a night by an in- 
ferior product, negligence, or a single act 
of discourtesy. One detrimental remark 
can do more damage than twenty commen- 
dations can offset. Nero has been remem- 
bered through the ages for his infamy. 
Eighty-four years of keeping faith with our 
customers is the rock on which our repu- 
tation rests. The Star line of Adhesives 
includes case sealing glues that will seal 
the most difficult cartons; bottle labeling 
zums that can be used on hot or cold bot- 
tles and will not crystallize when the label 
dries, and are ice proof and water resist- 
ant; also non-warp glues, both hot and 
cold. that eliminate warpage, and will not 
foam or string. 


Every STAR Adhesive carries the Bingham 
guarantee of quality. For a galaxy of 
STARS, write for our circular “Named 


Right Adhesives.” 
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Im 


BINGHAM BROTHERS 
COMPANY 


(Founded 1849) 


All Kinds of Rollers and Adhesives 


Plants: 








406 Pearl Street New York, N. Y. 
Philadelphia, Pa. 
Rochester, N. Y. 


Baltimore, Md. 


521 Cherry Street 
980 Hudson Avenue 
131 Colvin Street 
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A BETTER PACKAGE 


RY NEED 


Cleveland spiral wound tubular 
containers make the ideal pack- 
age for practically any product. 
They combine sales appeal, prac- 
ticability, and economy. 


Our packaging engi- 
neers will be glad to help 
you work out your pack- 


aging problems. 





THE CLEVELAND 
CONTAINER CO. 


10421 BEREA ROAD + CLEVELAND, OHIO 


Plants: Cleveland + Detroit »« New York » Philadelphia 
Sales Offices: Pittsburgh » Rochester * Chicago 
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“FILMA-SEAL” 


(the double seal of cap and’ film) 
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We now announce Type J “FILMA-SEAL” (patented 1933). 
Millions of “FILMA-SEALS” are used by nationally known 
concerns on a great variety of products in combination 
with our €. T. screw caps. 

Type “J” is a complete guard against Counterfeiting, re- e ppt 
quiring that the FILM be torn off and destroyed to get i 
access to the contents. It is also the tightest seal of its kind, 
preventing leakage and evaporation. Economical in cost— 
Automatically applied. 


Write for samples of Type J “FILMA-SEAL” 


FERDINAND GUTMANN & CO. WHEELING STAMPING COMPANY 


Established 1890 Factory: Wheeling, W. Va. Representative: Geo. K. Diller 


BROOKLYN, N. Y. B. E. Stover, Sales Manager 90 W. B'way, New York 


U. S. Patent and Patents Pending—Trademarks Reg. 








PEAS 


hallenge Attention! 


Preference is definitely expressed by Mr. 
and Mrs. Public when selecting articles 
packaged so attractively that they invariably 
stand out from the others. 

One of America’s leading Package Designers 
... HATCH of Lowell . . . has established 
a reputation for originating many of the 
most successful containers familiar to 
millions. Write to HATCH for ideas! 


The C. F. HATCH Company, Lowell, Mass. 





MODERN PACKAGING 














Clipless! 
, ME the new 


COLTON 
CLOSURE 


for Collapsible 
Tubes... . 


pe This decorative and de- 
ob- 
tained simply by crimping 
the end of the tube. 











pendable closure is 


sNOK LAOBY ANIMA 
oe 

It has been adopted by 
many manufacturers of na- 
tionally-known products — 
among them being Ipana, 
Palm- 


Ingrams, Pepsodent, 


olive and Barbasol. 







ork Write for folder showing 
how you can reduce your 
packaging costs by this new 


closure. 
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No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 

























ARTHUR COLTON CO.| : 


2600 East Jefferson Ave. 
DETROIT, MICH. 


























General ¢ Offices: es: 2832-40 Archer Ave., Chicago 





Here’s a Prescription 


from Doc. SteeLatrap 


FAMOUS PACKING AND SHIPPING SPECIALIST 


senor ’ 
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HIS booklet, My STRAP- 

BOOK, shows ‘before and 
after photos’ of numerous cases 
which | have taken care of. It 
also shows my container clinic 
where | diagnose difficult cases 
—and explains my famous Steel- 
strap treatment, used daily by 
thousands of manufacturers in 
all lines of business to protect 
their merchandise against ship- 
ping sickness. 


The fine part of this Steelstrap 
treatment of mine is that it is 
not only painless but pleasant 
to take, because savings in con- 
tainer and freight costs more | 
than offset the expense of 


strapping. 


You need acopy of My STRAP- 
BOOK in your shipping de- 
partment—for what 
it will save you in money and _ 
trouble. Send for your copy 


today.” Doc. Steebsthafa 
ACME STEEL COMPANY 


Branches and Sales Offices in Principal Cities 


SE at ay 


Stee ye 





+ ACME STEEL COMPANY, 2843 Archer Avenue, CHICAGO ! 


1 Doc. Stecbstrapi 


Without obligation, send a copy of “My STRAP-BOOK” to 


(So ee sa ee a eo ese mane u swe me 
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Lor Those Materials [hat Make 
DO YOU USE Modern Packages 


TRANSPARENT 
CELLULOSE? 


UPACO 


MOISTUREPROOF 
CELLULOSE 
ADHESIVES : Centennial Emboesing Machine 


Transparent Cellulose Bags—Window The extensive line of Waldron Ma- 
Cartons—Wrappings—require an adhesive chines plus the long specialized ex- 
which gives a strong, durable bond, with perience of the Waldron engineering 
adaptability to method of application. © staff can be depended upon to solve 

a ain canal ET ee your production problems in connec- 

paco formulas perform these functions on with auy tone of converted wane. 
to the utmost degree. We invite inquiries. 
A well trained and equipped laboratory 
is maintained to serve and solve your Machines for Embossing, Print- 
problem. at ing, Coating, Crepeing, 
eee ; : Laminating, etc. 
We invite your inquiry. 


UNION PASTE CO. gees JOHN WALDRON CORP. 


OVER A CENTURY OF EXPERIENCE 


wik IN MVERTIN | i ffi 2 
Meprorp, Mass. Se NEW BRUNSWICK, N. J. 


CHICAGO NEW YORK PORTLAND, ORE. 


ATTRACTIVE CARTONS CREATE 
AltS 


LEM), 


} 7 ; t - pt Ce 
BERLES CARTON, Inc. | -lo ee aa) 


2107 -41st Ave., Long Island City Bee on BS Teens, Mas ie Siete | Jae Mi lig, 
New York | | ses ; 
ST \ t : Sa a me tf A : = 
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The envelope moistener shown above was designed and the parts 
molded by us. Plastic Molded Parts do not rust nor corrode for 
they are resistant to moisture and most acids. Plastic Molded 
Parts are light, strong, durable, and have a lasting finish that 
withstands hard usage. Their lustrous beauty gives added sales 
appeal to any product. If YOUR PRODUCT lacks eye-appeal, 
the use of plastic molded parts may give it that “snap” that 
makes it sell. Our design and engineering departments will 
cooperate with you to this end. Send for “The Story of Bakelite 
Molded Parts.” 


CHICAGO MOLDED PRODUCTS CORP. 


2142 Walnut Street Chicago, Ill. 











LINK 


Gummed Tape Dispenser 
and Label Moistener 


Delivers any length of tape desired, without set- 
ting any gauges. 

For tape 2”, 244” and 3” wide. 

Also moistens gummed labels or stickers up to 
334” wide. 


Ten-Day Free Trial 
L. LINK & COQO., Ine. 


151 LAFAYETTE ST. NEW YORK, N. Y. 











PRINTERS AND ADVERTISERS TIME AND MONEY SAVING UNIFIED SERVICE 
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MODERN PACKAGING 











“LET'S Gol!” 


F you are interested in packaging of any kind whatsoever 











-—boxes, cartons, jars, bottles, metal cans, tubes, molded 
containers—it will pay you to visit the Permanent Packaging 
Exhibit. where may be seen one of the largest and most 
comprehensive collections of modern packages. 


Come in and browse around. A visit will help you to 
crystalize your own packaging ideas. 


PERMANENT PACKAGING EXHIBIT 


(Sponsored by the Publishers of MODERN PACKAGING) 
425 Fourth Avenue New York City 




















SEPTEMBER, 1933 








Aluminum Tubes > > 
meet the demand >» » >» » 
for economy » = » = > + 


Aluminum is admirably adapted for the manufacture of col- 
lapsible tubes. Tubes made of this metal possess strength, 
pliability, toughness, and are, furthermore, very economical 
as containers for many products. 


The new Gilbert Shaving Cream tubes are made of aluminum 
—lithographed in blue and white directly on the tube. 


U.S. 
To manufacturers using, or planning to use, collapsible tubes 


of any kind, we can offer many valuable suggestions. A rep- 
resentative will gladly call to discuss your requirements. 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 


WE DO OUR PART 


MODERN PACKAGING 




















DO IT RIGHT WITH 


DUREZ 


Ir you are about to package a special 
product ... if your present package is not 
working out . . . if your whole line needs 
quickening, modernizing, stepping-up— 
turn the job over to Durez! 

For scores of manufacturers of every- 
thing from pills to powder, Durez has 
made and is making a wide variety of 
boxes. Some are square, some are circular, 
some are oblong. Some have detailed in- 
signia, some fancy designs on the lid, some 
are plain as a doorknob. But whatever 
their size, whatever their shape or color, 
they do the job and do it well! Durez 
packages are successful packages! 

All objects made of Durez are strong, 
hard, tough. Their rich, lustrous finish 
adds prestige to whatever the container 
hoids. Light in weight, they save shipping 
costs. Individual in style, they add dis- 
tinction. Permanent, they reduce break- 
age. Colorful, they hold the eye! 

Every one of these products could be 
packed in Durez! Body powder, Face 
powder, Belts, Pens and Pencils, Tablets 
and Pills, Watches, Jewelry, Typewriting 
ribbons, Confections. 

General Plastics, Inc., does not perform 
the actual molding operation, but supplies 
the molding compound to molders with 
whom you work. But we have had a 
wealth of experience in*the packaging 
field which is yours to draw on at any 
time. General Plastics, Inc., 209 Walck 
Rd., N. Tonawanda, N. Y. Also New 
York, Chicago, San Francisco, Los Angeles. 


DUREZ 


Reg. U. 8. Pat. Off 


The Modern Molding Compound 





Packaged in PLASKON 


Specify PLASKON for your molded containers and 
Whether you wish a vivid hue or one of 
the soft pastel tints, you will find exactly the color 


In this attractive molded container, the designers of 
the BAG-A-TELL show how easily and effectively an 
otherwise unattractive bathroom essential, a fountain 
syringe, can be made a decorative and colorful 
accessory. | The container is molded of PLASKON 
in five different colors — Orchid, Coral, Antique 


Ivory, Red and Green. The cover is Jet Black. 


closures. 


you desire in PLASKON. Your molder will gladly 
show you samples and give you any ‘additional 
information desired. The services of our technical 
and designing staffs are also at your disposal. 


[ BAG-A-TELL containers molded by The General Industries Co., Elyria, Ohio] 
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